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TANHRDRITE 
CAL F 








“HARDBOILED” ABOUT WEAR 
BUT A“SOFTIE” WHEN IT 


COMES TO COMFORT! 


The stout-hearted stamina 

and pleasing pliancy 

Tandrite Calf displays “in 

action” causes both Civil- 

ians and Service Men to 

salute the plump, mellow quality of this 
fine calf leather. 


Produced by craftsmen proud of their skill, 
Tandrite’s smooth, lustrous finish and exact- 
ness of color results in a rich, handsome 


appearance that outlasts the life of the shoe! ss \sidies 
In durability, pliability and adaptability, ‘lh eae aloe — 
Tandrite Calf is truly a triumph of the tan- , ieee 
ner’s art. That's why where customers are y ss tba ci ean ne 
mutti, is made of mellow-rich, Hubsch- 


shown shoes of Tandrite, Shoe Departments : man’s No. 1053 Tan Calf, antiqued it 


: has o double sole, synchro-flexible; 
make a better showing. the vamp is unlined. 


* 
E. HUBSCHMAN & SONS, INC., PHILA., PA. 








BALL-~BAND 


MISHAWAKA RUBBER & WOOLEN MFG. CO., MISHAWAKA, INDIANA 
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An immense selling floor served by 67 
shoe people—where W. B. COON shoes 
are leaders in price, in quality and in 
service. 
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Warren J. Smith, 
orthopedic ex- 
pert, double- 





checks each sale 
of W. B. COON 


shoes. 
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LIT BROTHERS OF PHILADELPHIA: 
? IS AMONG THE “BIG TEN” IN 
} | SHOE SELLING IN AMERICA AND 
- |  W.B.COON SHOES ARE TOPS HERE 


Fifty years in Philadelphia, Lit Brothers is today one 
of the national hits on the shoe parade, with a rank well 
up in the top ten. W. B. COON is also rising in sales at 
Lit Brothers. Starting from scratch five years ago, it 
now leads the field in that great shoe department. 


OAD mo 
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The shelves are 
filled with shoes 
at Lit Bros. Here 
we see Mr. Smith 
inspecting a new 
stock of WILBUR 
COON shoes. 


One 
Some 67 sales-women are pleased to sell the best and 


tion 


here’s how it’s done. The customer’s foot is measured. 








Customer, Selma 


Barenbaum buys 
FREE TREAD 
shoes with TRI- 
BALANCE 
Foundation from 
Antoinette Go- 
nuelli, sales girl. 





Style 2139—Six eyelet 
2139 blucher, 399 Ws 1 
last, 14/8 wood heel, 
% counter. last, 14/8 calf Duco 


Then the selection of type, color and pattern is a matter 
of two women talking the same language. 


Then the shoe is fitted. At this point, up steps the 
fitting expert, Warren J. Smith, who gives the double- 
check with x-ray and the sale is made. . 


it can be done, in a busy department store, the right way 
—the W. B. COON way. 


. proving that 


Style 2031—Five eye- 
let U throat bal, ex- 
tra eyelet, 399 Wail 


Material— Blue 


> crushed kid and calf. 


heel, 3% counter. 
Material — Tan Calf 
—Antique Finish. 


No retailer too large or too small but what he gets the best in W. B. 00° 


Shoes and In-Stock Service 
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IN BIG STORE OPERATION, W. B. COON SHOES FILL AN 
IMPORTANT PLACE . . . THE BUYER SAYS IT WITH SIZES 


One great advantage in big store opera- It’s all in the orderly way Lit Brothers does it. As buyer 
tion—We have never had a clearance sale ' 

on W. B. COON shoes because the odds Knickmann says: “We never get caught short on sizes when 
and ends can be sold to our store people. ‘ 

We keep a record of their sizes. When a we can size up two or three times a week and keep the stock 
line gets down to 8 or 10 pairs, we hash : 
them; put on a store price and move them living and constant through W. B. COON In-Stock Ser- 
to those who appreciate them most . 

employees who are on their feet all day. vice. 


“Lit Brothers has no special sales force for W. B. COON 
shoes. Everybody sells them but we do check them with 


let blucher, 400, Wall an expert. We keep constant records and believe it or not, 
—F gO 

Material — Color 39 we had oniy 31 pairs of short lines at the end of the season 
tan Flexi-kid. a P 


—with thousands of pairs sold. 


“We have found W. B. COON a strong resource for sizes, 


widths and styles when you need them. The selling staff is 


proud to do a job because they are conscious of the good 


that the right lasts can do for their customers.” 


Shoes—for War Service by Women in O.C.D. work. Write NOW and Be Ready for Big Demand. 














voluntary 
pay-roll 
allotment 
plan 


This is no charity plea. It is a sound business proposition that 
vitally concerns the present and future welfare of your company, 
your employees, and yourself. 

During the post-war period of readjustment, you may be faced 
with the unpleasant necessity of turning employees out into a 
confused and cheerless world. But you, as an employer, can do 
something now to help shape the destinies of your people. 
Scores of business heads have adopted the Voluntary Pay-roll 
Allotment Plan as a simple and easy way for every worker in 
the land to start a systematic and continuous Defense Bond 
savings program. 


Many benefits . . . present and future. 1 is 
more Ao a te. Bat heros: reducing the ranks of the 
post-war needy. It will help spread financial participation in 
National Defense among all of America’s wage earners. 

The widespread use of this plan will materially retard infla- 
tion. It will “store” part of our pyramiding national income 
that would otherwise be spent as fast as it’s earned, increasing 
the demand for our diminishing supply of consumer goods. 

And don’t overlook the immediate benefit . . . 
defense materials, quickly, continuously, willingly. 


Let’s do it the American way! America’s talent for 
working out emergency problems, democratically, is being 
tested today. As always, we will work it out, without pressure 
or coercion ... in that old American way; each businessman 
strengthening his own house; not waiting for his neighbor to do 
it. That custom has, throughout history, enabled America to 
get things done of its own free will. 


In emergencies, America doesn’t do things 
“‘hit-or-miss.”’ We would get there eventually if we 
just left it to ev 's whim to buy Defense Bonds when they 
thought of it. But we’re a nation of businessmen whe under- 
stand that the way to get a thing done is to systematize the oper- 
atien. That is why so many employers are getting back of this 
Voluntary Savings Plan. 

Like most efficient systems, it is amazingly simple. All you 
have to do is offer your employees the convenience of having 
a fixed sum allotted, from each pay envelope, to the purchase of 
Defense Bonds. The employer holds these funds in a separate 
bank account, and delivers a Bond to the employee each time 
his allotments accumulate to a sufficient amount. 

Each employee who chooses to start this savings plan decides 
for himself the denomination of the Bonds to be purchased and 
the amount to be allotted from his wages each pay day. 
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helps workers provide for the future 


helps build future buying power 


helps defend America today 





money for 


banks. This whole idea of pay-roll allotment has been evolved 
by businessmen in cooperation with Department. 
Each organization adopts its own simple, efficient application 
of the idea in accordance with the needs of ite own set-up 


No chore at all. The system is so simple that A. T. & T. 
uses exactly the same easy card system that is being used by 
hundreds of companies having fewer than 25 employees! It is 
simple enough to be handled by a check-mark on a card each 
pay day. 


Plenty of help available. Although this is your plan 
when you put it into effect, the Treasury Department is ready 
and willing to give you all kinds of help. Local civilian com- 
mittees in 48 States are set up to have experienced men work 
with you just as much as you want them to, and no more. 
Truly, about all you have to do is to indicate your willingness 
to get your organization started. We will supply most of the 
necessary material, and no end of help. 


tape first step is to take a closer look. Sending in 

the coupon in no way obligates you to install the Plan. It will 
simply give you a chance to scrutinize the available material and 
see what other companies are already doing. It will bring you 
samples of literature explaining the benefits to employees and 
describing the various denominations of Defense Savings Bonds 
that can be purchased through the Plan. 

Sending the coupon does nothing more than signify that you 
are anxious to do something to help keep your people off relief 
when defense production sloughs off; something to enable all 
wage earners to participate in financing Defense; something to 

provide tomorrow’s buying power for your prod- 
ucts; something to get money right now for guns 
and tanks and planes and ships. 

France left it to “hit-oramiss” .°. . and missed. 
Now is the time for you to act! Mail the coupon 
or write Treasury Department, Section A, 709 
Twelfth St. NW., Washington, D. C. 
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FITZ BROS. CO. 
Auburn, Maine 


UNITED LAST CO. 
Mass. 


T. W. GARDINER CO. 
Lawrence, Mass. 


STEWART & POTTER CO. 
Brooklyn, N. Y. 


EMPIRE LAST WORKS 
Rochester, N. Y. 


KRENTLER BROS. CO. 
St. Louis, Mo. 


KRENTLER BROS. CO. 
Milwaukee, Wis. 


UNITED LAST CO. LTD. 


Montreal, P. QO. 


STYLE STUDIO 
Marbridge Bids., N. Y. 
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And so must the shoe — and back of all proper 


fitting shoes are the lasts over which they 


are made. 


For years the United Last Company has exerted 
its efforts to produce and grade its lasts with 
utmost uniformity and precision. An outstand- 
ing reputation for making the best-fitting lasts 
in all sizes and widths in the history of the 
industry is our reward for these efforts. 


UNITED LAST COMPANY 
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140 FEDERAL STREET * BOSTON, MASSACHUSETTS 
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FOLLOW THE CELASTIC LINE 
FOR PAIR PERFECTION 


Wide Range of Materials.!n the complete 
Celastic line there are 7 thicknesses of 
material, graded from the light slipper 
weight to the heavy weight used for rugged 
duty footwear. Any type of footwear using 
@ semi-hard to hard box toe can be made 
with Celastic. 


Accurate Reproduction. With Celastic the 
design of the last is accurately reproduced. 
The delicate modeling of the last maker de- 
signed to produce distinctive character lines 
in the finished shoe is faithfully interpreted 
by Celastic. By being true to the last, shoes 
made with Celastic are trim on the foot. 


successfully resists the effects of hard usage, 
soakings, strains or sudden changes of tem- 
perature, linings remain fused to the box 
toe, tight and wrinkle-free for the life of the 
shoe. Wearers enjoy the cleanliness of Celas- 
tic, too, for Celastic cannot stain the hose. 


No Production Delays. Seven Celastic soft- 
ening solutions, each with a different drying 
time, allow the manufacturer to choose the 
one which best suits his production schedule. 
The Celastic Conditioning Machine provides 
the quickest, neatest and mos? efficient 
method of applying the solution. 


Flexible Tip Lines. There is strength in 
Celastic — strength which eliminates bulk — 
strength which allows a flexible tip line to 
blend smoothly into the lines of the shoe 
ond flexibility that means greater comfort 
for the wearer across the tops of the toes. 


TRADE-MARK 


THE QUALITY 
BOX TOE 


A Single Structural Toe Unit. Lining Box Toe 
and Doubler are fused into a single structural 
toe unit. This rugged three ply structure re- 
sists the effects of heat and moisture, has 
added strength, keeps toe linings from 
sagging. 


Matched Pairs. Where footwear has built- 
in toe choracter, strength, durability and 
comfort — chances are these shoes were toe- 
fashioned with Celastic. Because such shoes 
meet the high standards of the final factory 
inspection for trim and well-mated appeor- 
ance, they are called Matched Pairs. 


Only the Celastic box toe provides all 
these benefits. Available in convenient roll 
form for the manufacturer who cuts his own box 
toes or cut and skived to selected patterns. 


Ask your United Man. 


UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 
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AN hour is a long slice of time, 
especially if you are standing on 
your feet in the cellar of a building, 
following an air raid warning. It 
might have been just a trial before 
the actual but the length of foot time 


was long enough—as short as it was 





OUR MRRAID SPECIAL 


—to make you conscious of the fact 
that tight shoes, in the wrong last, 
can make extremely painful the feet 
of men and women under emergency 
standing as we know it today. 

All that we have read about Lon- 


don, all that we have heard about ~ 


bombings, they are all in the pas- 
sive tense until you are in it. So, 
shoemen in cities where blackouts 
are coming, fit them large; fit them 
roomy, make shoes inhabitable for 
standing men, women and children. 

There will be new shoes wanted 
for just these purposes — warm, 
comfortable, wearable, walkable 
footwear. Whatever we are in for, 


we do need foot comfort. 
. = = 


). HOWARD PEW, president of 
The Sun Oil Company of Philadel- 
phia, said before the National Asso- 
ciation of Manufacturers Congress: 
“In the last analysis, the efficacy 
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the “Tr ade 


of any system of production rests 
upon the individual human being, 
whether he be in management, a 
mechanic or an unskilled worker. 
What is it that impels him to pro- 
duce? Why is it that one individual, 
with no more strength or ability, is 
more productive than another? It 
is because that individual worker, 
of his own volition, determines and 
controls the speed and dexterity 
with which he uses his head and his 
hands. It is because of the urge 
which impels a man to work. The 
more effective the urge, the more 


and better the work.” 

















D. C. SARFATY, who travels for 
Rice-O’Neil Shoe Co., St. Louis, 
Mo., was in Dallas recently and 
made some remarks about shoe mer- 
chants who are making a success 
of the business. 

“Tt is my observation,” said Mr. 
Sarfaty “that the merchants who 
are making progress in the shoe 
business are the ones who have a 
size scale that enables them actually 
to fit the feet and take care of their 
customers. Fewer styles and more 
sizes is the answer to successful 
merchandising.” 





DECEMBER 








H. W. PRENTIS, Jr., president of 
Armstrong Cork Company, speak- 
ing at the recent National Associa- 
tion of Manufacturers meeting, said: 

“Our country today faces the 
greatest crisis in its history. We are 
beset by acknowledged foes without 
and a host of misguided foes within. 








Our first duty, of course, is to give 
full support to our government’s 
foreign policy and its military forces 
at this crucial hour. Granted that 
we do so, our ability to cope vic- 
toriously with any international 
highwaymen who may assail us, can- 
not be questioned. But guns and 
planes and tanks and all the panoply 
of war will not avail against igno- 
rance andcomplacency regarding the 
principles on which the American 
Republic was founded. The me- 
chanics of government change but 
the basic concepts under which 
human beings can premanently en- 
joy the blessings of freedom will 
remain immutable and unchange- 
able. 

“In the words of Josiah Quincy, 
uttered in 1768: ‘Oh, my country- 
men, what will our children say 
when they read the history of these 
times, should they find we tamely 
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gave away without one noble strug- 
gle, the most invaluable of earthly 


blessings.’ ” 
* oe 





Shoes for Everybody 


It takes a master architect 

To vision, model, and direct 
The fabrication of a shoe 

To range from “Cop” to Ingenue; 
Appeal to swank localities, 

Adjust to abnormalities; 
Shoe Icarus with winged feet 

Impervious to searing heat; 
Allure the sylph-like debutante, 

Or Amazonian — fat or gaunt; 
For pastoral and sturdy wight; 





And suave, sophistic urbanite; 
Or ballroom dancing devotee 

To woo his flame — Terpsichore; 
Stenographer or Coryphee 

With turgid purse, or modest pay; 
For sedentary office use — 

Or pirouetting, fleet danseuse; 
For office boys, or presidents 

To brave the roughest elements; 
For academic erudite; 

And postman plodding for his mite; 
The metaphysical savants, 

And waitresses in restaurants; 
For matron, or ebullient maid, 

Or Grandmamma quiéscent, staid. 
If you have read this little rhyme 

And find your needs in any line 
You may select your brands of shoes 

From Boot anp SHOE RECORDER’S 

news. 


—J. M. Mackay. 





* aa * 
DR. ROBERT GORDON SPROUL, 
president of the University of Cali- 
fornia, said: 

“We complain about the attitude 
of youth, and the lack of character 
that so many young people seem to 
display. I say, look at your youth, 
and you'll see a mirror reflection 
of the adult population. If we as 
adults will hold to our national 
ideals of thought and behavior in 
practice as well as in theory, we 
won't have to worry about the ideals 
of youth. If associations of adults 
will establish standards of practice 
that reward desirable behavior, 
socially and financially, you won’t 
have any difficulty in persuading 
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WHAT. WHY AND HOW? 


—All the tycoons and most of the 
near-tycoons of the shoe, leather 
and allied industries will be 
crowded in Chicago on Janua 
5-8 to find out “what it's all 
about." 

—There has never been a time in 
all industrial history when men's 
minds were so filled with question 
marks as right now. 

—And what the answers are is any- 
body's guess. 

—For history, radically new history 
—is being made from day to day, 
and today's plans may be obso- 
lete tomorrow. 

—May | repeat a story which ap- 
peared in the Boot and Shoe 
Recorder several years ago, and 
which is even more appropriate 
today: 

—The late Joseph M. Herman, noted 

shoe magnate of Massachusetts, 
was a man of few words but of in- 
finite wisdom. During one of our 
former business recessions he re- 
ceived the following letter from a 
retail merchant: 
“I am confused about the future 
trend in business. Will you let me 
know what conditions are going to 
be for the next six months? En- 
closed find two-cent stamp for 
reply." 

—Referring this letter to his secre- 
tary, Mr. Herman remarked laconi- 
cally: - 

“For two cents he wants to know 
what | give a hundred thou- 
sand dollars te know.” 

—And here is the overseas version of 
this story: 

—A famous banker was asked by a 
customer: 

“What will be the quotation of 
U. S. Steel in March?" 
"Just a second,” he answered, took 
the telephone and shouted to the 
operator: “Please give me our 
prophecy department.” 

—It's a safe bet that "prophecy de- 
partments” will be working over- 
time at the Chicago Shoe Fair, 
and here’s hoping the. consensus 
of prophetical opinion will offer 
us much constructive and hope- 
ful material to work with. 
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young people to espouse such be- 
havior. The trouble today is that 
we are trying to raise our young 
people to espouse ideals and to dis- 
play traits of character to which we 
give lip service, and only lip service, 
and youth is quite alive to the 
camouflage. Then, having failed to 
establish ourselves as models for 
youth, we salve our consciences by 
paying taxes and demanding that 
the schools do something about it.” 


ROLAND YOUNG, famous movie 
actor in Hollywood, says: 
“While I consider a good ex- 





panse of black silk stockings quite 
alluringly shocking, I have fre- 
quently said to myself and others, 
girls with small brains wear ankle 
chains. It has been brought to my 
attention that women of late years 
have taken to wearing men’s clothes. 
I have seen some examples of this 
fashion and have expressed myself 
in the following words: “Women in 
slacks are frights, personally I pre- 
fer tights.’ ” 


- * * 


WILLIAM P: WITHEROW, presi- 
dent of Blaw-Knox Company, says: 

“Our industry is strong and capa- 
ble of assuming the critical task be- 
fore us. Let us keep it strong and 
let it grow to even greater stature. 
Let us sacrifice and bear all the 
necessary burden to carry this job 


‘through, but let government in turn 


keep a steady eye upon the funda- 
mentals of American life, the free- 
dom of action, speech, worship, 
assembly and last but not least, free 
enterprise—the cornerstone of them 
all. 

“The operation of our industrial 
structure may be compared to the 
operation of our Army. (It takes 
18 soldiers behind the lines for one 
at the front; in the last war, the 
ratio was four to one.) We have 
both military and industrial sol- 
diers; we have both military and 
industrial officers, and in each case, 
we all have the same boss—that is, 
‘Uncle Sam’ himself. Each is work- 
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ing with fervor for defense. Worker 
is no less gallant than the soldier; 
the manager is no less patriotic than 
the officer; all are working for the 
same goal. 

“Industry recognizes the vast 
complexities, rearrangements and 
readjustments so necessary in the 
conversion from a peacetime to a 
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ALFRED P. SLOAN, JR., Chair- 
man of the General Motors Corpor- 
ation, at the 46th Annual Meeting 
of the National Association of Man- 
ufacturers in New York City, said: 

“T believe that we of industry and 
as citizens of a- great democracy 
have two great responsibilities. We 
cannot afford to ignore either. First 
atid foremost, there must be an all- 
out effort in the discharge of our 
vital obligations to the nation at this 
time of its great need. The war 
abroad can only be won on the 
American industrial front. But sec- 
ond, we should keep in mind, in 
our determination to win the war, 
that this is NOT an ‘end’ objective. 
National security, the preservation 
of a representative democracy, with 
free enterprise as an instrumentality 
of national progress—-THAT is 
WHAT we are fighting for. 

“I have little doubt as to our 
ability to win the war. Faulty ad- 
ministration of the effort, ineffi- 
ciency and waste in its execution 
may occur as natural shortcomings 
of a political bureaucracy in times 
of'stréss. They serve to increase our 
economic burderis in the years to 
come. But wealth can be replaced. 
Debt can be repaid. The real dan- 
ger does not lie THERE. Airplanes, 
tanks and ships are full of dramatic 
action. They capture our imagina- 
tion. The fortunes of war, as the 
tides of victory or defeat flow back 
and forth, require little understand- 
ing. Public opinion, emotional as it 
is and often lacking knowledge of 
the fundamentals involved, is never- 
theless a potent force in the final 
analysis in correcting the more ob- 
vious errors of national policy or 
the shortcomings in administration 
as affecting these particular prob- 
lems. 

“But,.on the economic side it is 
different.r.Such issues are difficult 
to understand. Unfortunately, our 
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people see little relationship between 
such problems and their individual 
well being or opportunities. They 
assume that the end of the war will 
close another successful episode in 
the evolution of America—that the 
American way of living will have 
been reaffirmed. Here is where the 
real danger lies. We shall be able 
to deal effectively with physical ag- 
gression. But can we deal equally 
effectively with forces that are at- 
tacking our way of living in a more 
subtle way? THAT is the question. 
There is little doubt that these dan- 
gers exist, that there are far too 
many among us who look upon the 
present emergency as a ‘heaven- 
sent’ opportunity to alter, or at 
least importantly to reorganize, the 
American system of free enterprise. 
They would substitute in its place 
an order where government is far 
more dominant, perhaps all-em- 
bracive, where the opportunities of 
the individual become subject to the 
will of a political bureaucracy, too 
often dominated by principles based 














on political considerations and the 
demands of the pressure groups. 
This is no idle thought. The time to 
begin the fight to win the peace is 
NOW.” 

* * * 

E. J. Fanning of Oak Park, IIL, 
says: 

“The editorial “WHAT P.M.’s 
CAN UNDO” was a honey. One 
angle you should have covered is the 
one brought about by advance buy- 
ing in larger quantities and more 
sizes due to war conditions. What 
a blessing this will be in making 
everyone cut down on styles and 
buy sizes as they once were bought 
in the so-called ‘good old days,’ be- 
fore style in merchandising shoes 
took its toll of retailers. (That is, ex- 
treme styles.) A war has its good 
points too. And may save a great 
many retailers from the folly of 
many styles and get us all back to 
the job of fitting feet as they should 
be fitted. Yes, 50 per cent less styles 
will help the size question in all 
stores.” 
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PRAISING retailers for their efforts to keep down 
prices during the past year, Commissioner of Labor 
Statistics Lubin in testifying before the House Com- 
mittee on Banking and Currency said: “They could have 
raised prices a lot more than they did.” He added that 
the market justified it in terms of supply and demand. 


- * 7 


“WE must give credit to the retailers,” Mr. Lubin told 
the committee hearing testimony on the price control 
bill. “They did not mark up their goods, even though 
they knew that the supplies they were going to .buy to 
replace the goods they were selling were going to go 


up in price.” 


LEON HENDERSON, OPA Price Chief, told the leather 
industry recently that if maximum prices had to be set 
for the industry they will be based upon the already 
established ceiling for domestic hides, kips, and calf- 
skins and not upon prices prevailing at the time for 
imported hides and skins. He based this on the influ- 
ence of raw hide prices on finished leather. 

The reason for OPA’s opinion that some leather prices 
are too high is that tanners are buying foreign hides 
whose prices exceed OPA’s ceiling on domestics, and 
are still making profit without advancing the price of 
finished leather goods. 

Fearing that the continued use of foreign hides will 
pressure finished leather goods prices upward, the pro- 
posed leather ceiling is a move to check this tendency. 


+ = * 


COMING behind the Congressional investigation of 
defense contract profits, OPM Division of Contract Dis- 
tribution lashed out at “dubious promoters” seeking 
commissions on defense jobs in a bulletin barring them 
from participation in defense production associations. 

No association seeking defense contracts will be per- 
mitted to charge membership fees or exact for their 
services in obtaining government contracts a percentage 
of the contract value. 

However, groups of small manufacturers who seek 
defense contracts they could not handle individually are 
being certified by OPM and the Justice Department to 
deal directly with Army, Navy and Lend-Lease. Only 
the associations who obtain clearance may take part in 
OPM’s latest ‘move to give aid to small business. 

The only kinds of defense production associations 
which will be recognized are those representing manu- 
facturing units sponsored and organized by the mem- 
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‘ Picture on Opposite Page 
Story on Page 29 
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bers themselves, or by public or civic agencies acting 
without profit, and those representing manufacturing 
units organized by a manufacturing concern equipped 
with physical facilities for participation in the perform- 
ance of defense contracts or equipped to provide sub- 
stantial services in connection with the performance of 
such contracts. This means that industry-wide trade 
associations will be left out. 


> * _ 


AERIAL warfare’s effect on the retail trade in England 
has caused the closing of thousands of small businesses 
with the result that rural shopkeepers have greatly 
benefited with the exodus of evacuees from bomb rid- 
dled cities. However, it is said that this has not caused 


any great increase in the number of stores in the small 


[TURN TO PAGE 37, PLEASE] 


country towns. 
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This smart resort costume was shown 
at what is said to be the first fashion 
show presenting a complete stocking 
wardrobe. The McCallum play stock- 
ings shown here are made half of 
acetate rayon yarn, half of cotton, in 
a tweed effect. A variety of colorful 
mixtures has been made to match 
play shoes in red, green, yellow, blue, 
beige and caramel. The dress and 
shoes are by courtesy of B. Altman & 
Co., New York. The stockings are one 
of the new novelty styles in the com- 
plete stocking wardrobe, created and 
manufactured by Propper-McCallum. 


Five Novelty Colors Head the List for Women's Spring 


and Summer Shoes. They are Cream, Caramel, Red... 
TAILORED TIE 


Revel. Pa Se be r Three Versions . . . Royal Blue and Emerald Green. We 
Flag Red, Em- = , 

erald Green, - List Them in Relation to the Shoe Types Where They Are 
Ceremel, Wheat with Brown. 


Slated to Be Most Popular. 


THis Spring women will wear color, so say the color 
experts and so say those who watch the signs of the 
times. New silks and woolens are colorful in pale and 
brilliant tones, although the neutrals—black, navy, 
beige and grey—are still the volume colors for Spring. 

The same is true of shoes. But, in addition to your 
black and navy and brown—and brown is coming to 


THE CASUAL have more and more of a place in Spring shoes—how 


$s °o E . > > 
Cream, Cara- 
mel, Flag Red, 
Royal Blue, 
Emerald Greea. 
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about one or two promotion colors to brighten up your 
stocks, your displays and your own spirits, as well as 
your customers’? 
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We give you here what are slated to be the best 
novelty colors for Spring and Summer in all types of 
shoes. You are the best judge as to which of these colors 
will have the best chance with your type of customer 
and in which types of shoes. In the accompanying 
sketches we have shown five important types of shoes 
and listed the leading novelty colors for each type. 
These five styles include resort, Summer and Spring 
shoes. In addition to the sandals, pumps and straps 
shown, ties and oxfords on low and high heels should, 
of course, be considered in these novelty colors. One 
high style manufacturer is making a strong point of 
high style colors for dressy oxfords for women who 
want smart new ideas but need, or prefer, a lacing 
adjustment. 


Of course, brilliant and light shades are naturals for 
casual shoes. Even there, however, you will probably 
find the more neutral tones—Cream and Caramel, for 
instance—the best sellers. Retailers who stock only basic 
colors will prefer some of the saddle tones to these two 
novelty shades. Red, just because it is such a definite 
contrast to any other color, continues tops in general 
popularity among novelty colors. Flag Red is the tried 
and trusted shade which will be the basic volume red 
again this coming season. Flag Red, by the bye, will 
probably be the promotion color in women’s apparel 
in leading Boston stores during the period of the Greater 
Boston Community Fund Drive, starting Jan. 22. The 
Red Feather, chosen for the symbol of the drive, is the 
exact Red Flag color. [TURN TO PAGE 29, PLEASE] 


ALL TYPES of 


THE DRESSY ASYMMETRIC 
PUMP ... Flag Red, Cycia- 
men, Pimpernel Red, Emer- 
ald Green, Royal Blue, 
Cream Caramel. 








by 
Eleanor Rutledge 
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THE DRESSY SANDAL... 
Cream, Coramel 
nel Red, Flag 

Blue 




















THE RESORT SANDAL a 
. - « Cream, Caramel, oe 

Pimpernel Red, Flag 
Red, Royal Blue. 


















CREAM .. . high fashion color 
in better grade shoes. Espe- 
cially good for resort. CARA- 
MEL ... soft burnt shade. Good 
for many types. Smart for cas- 
uals with gold nailheads. FLAG 
RED .. . basic volume color. 
Good in every type, including 
resort. PIMPERNEL RED ...a 
Chinese lacquer red. Good for 
resort and S. California and 
Texas. CYCLAMEN .. . high 
style color. Good for dressy 
pumps and resort wear. ROYAL 
BLUE ...a true Royal Blue with 
no purple in it. Good for every 
type. EMERALD GREEN ...a 
brilliant but not a Kelly Green. 
Especially s mart in all pumps 
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KEEPING The 


SHOES are the most vital part of the soldier’s wearing 
apparel. Every experienced Army officer knows that if 
shoes are improperly fitted a very marked decrease in 
the physical efficiency of the soldier almost instantly 
takes place. 

Even casual reflection upon this realization by Army 
officers of the necessity for comfortable shoes should be 
sufficient to explode the idea held in some quarters that 
the Army literally “throws” shoes at its soldiers with- 
out proper regard for the comfort of the wearers. The 
Army specifically directs that officers assigned the duty 


- Officers at the San Francisco G 
the Army's service shoes. The 


ARMY’S FEET 


Sore feet are not marching feet. It is the Army's 
job to see that proper fit will do their part in 
keeping the Army fit. . 


of fitting soldiers’ feet must fit those feet correctly. 
The entire responsibility for fitting a soldier rests upon 
the men who fit him and the officer who approves the 
fit. None of the responsibility whatever must be per- 
mitted to fall upon the soldier himself. 

To make it possible for these officers and the men 
who do the fitting to do a thorough job, the Quarter- 


the supply 
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master Corps of the United States Army has effected two 
agencies that can assure the proper shoes for each man. 
First of these is its supply line of shoes that affords 
a full assortment of the sizes and widths needed to 
correctly fit the feet of any soldier. The present overall 
range of sizes and widths runs from 3A to 15EE, a total 
of 141 combinations. The regular tariff provides all 
widths in sizes 5 to 12. The extra tariff carries B, C, 
D, E and EE widths in sizes 3 up to B in size 13%, C in 
size 14, and D, E and EE in size 15. Each Army Recep- 
tion Center, the place where the selectee is outfitted, is 
equipped with a complete assortment of both the regular 
tariff and the extra tariff combinations. This assortment 
gives the Reception Center all of the shoes it needs to 
check the soldier’s foot for the proper fit of his shoes. 


Second of the agencies upon which the Quartermaster 
Corps depends for getting each shoe to a foot it will fit 
is the Army’s system of correct foot measurement for 
size determination. When the selectee is measured for 








his shoes, a fitting machine measures both feet at the 
same time. Three measurements are taken for each foot 
from toe to heel, from toe to ball of the foot, and width. 
By a combination of these three measurements a close 
estimate can be made of the correct size of shoe to try 
on the soldiers’ feet. Still further tests must be made, 
however, to estimate the final, perfect fit essential to 
the soldier’s foot comfort. 

‘One of these tests is the insertion of a measuring 
device into the toe of the shoe to prove that this shoe is 
long enough, when the soldier stands carrying the full 
weight of his pack and rifle. In addition, expert shoe 
fitters make further tests to determine correct position 
of the toes in the shoe, correct position of the ball joint 
and the correct width across the ball of the foot. Pro- 
posed new regulations, now being given practical tests, 
require that shoe fitting machines furnished to . all 
Army posts, camps and stations niust always be used, 
and that all Army shoe fitters must have not less than 
[TURN TO PAGE 37, PLEASE] 


FIT FOR MARCHING ... 


SYSTEM OF CORRECT FOOT MEAS- 
UREMENT PLUS A WIDE RANGE OF 
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No. 1 illustrates the warping effect 
of the pointed style of civilian 
shoe. No. 2 shows the warped foot 
when first introduced to the Army 
shoe. No. 3 shows same foot after 
it conformed to the Army shoe. 


Buckets of sand give the same 
effect as the usual pack and equip- 
ment carried by the soldier, so 
that the selectee’s foot may be 
properly fitted and allowance made 
for its spread under weight. 
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SIZES AND WIDTHS ARE HELPING TO 
INCREASE OUR ARMY'S EFFICIENCY 

















Shoes they'll wear to classes. Left to right: The classic 
Norwegian moccasin, antiqued to give it a 
weathered tea ant & Tayor. Hand turned 

buckled moccasin in very soft buckskin, 

contresting stitching — Abercrombie 

& Fitch. Adaptation of the 

ballet idea in a soft, light- 
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on-the-foot pattern with flat wedged 

sole, thong lacing—Saks Fifth Avenue. 

Plain toe blucher, flexible and soft, in buck- 

skin with contrasting piping, stitching, nap sole— 

Saks Fifth Avenue. Cordovan-colored oiled vealskin 

is the material used to make this attractive saddle oxford 

with contrasting lacing and heavy leather sole—B. Altman & Co. 


THEY DRESS FOR WINTER 


THERE'S a field for after-Christmas promotion which 
can bring many extra pair sales to the shoe retailer 
who goes after this business. The field is that of shoes 
for Winter wear, and particularly shoes for Winter 
wear on campuses all over the country. College girls 
are known to be impulse customers who buy merchan- ., 
dise because it’s “cute,” because it’s comfortable, or 
because it fills a real need. 

The shoes we show on these pages—shoes which are 
selling like hot cakes right now in well-known New 
York stores—fulfill those requirements. The shoes your 
collegiate customers will wear to classes are the classic 
college types—with new adaptations and variations, it 
is true—but, for the most part, tried favorites. 

In this group are the moccasin—Norwegian, classic 
and in new adaptations; the moccasin oxford; the moc- 
casin in buckled versions—the buckled monk; the sad- 
dle oxford, perhaps in new color combinations, or with 
new touches, or perhaps the classic brown and white; 
blucher oxfords in smooth and sueded leathers; ghillies; 
kiltie tongues. They’re sturdy shoes, they’re comfor- 
table shoes, they’re shoes that will keep their shape and 
retain their smart appearance after many a tramp 
through mud and bad weather. They’re low heeled 
and wide of heel, because the girls on the campus are 


The two photos shown here, at right and above, 
were taken on the campus at Bryn Mawr. The 
girls are students at thé College. 
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They'll sport these 

types for after-ski and 

dormitory wear. First two above 

left to right:—Wellineton campus 

boot, soft and comfortable, and very smart 

in bright colors—B. Altman. Woolen sock- 
slipper with soft felt sole, the top handknit by 


Adirondack natives—Abercrombie & Fitch, New York. 


College Girls, an important Part of the Shoe 
Retailer's Trade, Offer Excellent Promotional 
Possibilities—Especiaily for Novelty Shoes and 


Classic Campus Types. Here Are Suggestions 
for Making the Most of Their Desire for Foot- 


wear That is New and Different. 


smart enough to know that they can’t romp freely on 
stilts. The shoes they choose have full lasts and toes; 
foot freedom is of prime importance in their footwear. 
The shoes they'll wear around the dormitory, how- 
ever, are another story. In these they want comfort and 
smart appearance, yes—but they let themselves go in 
little luxury touches and bright, gay colors. They want 
footwear that is soft on the foot for wear after skiing 
[TURN TO PAGE 29, PLEASE] 


on THE UAMPUS... 


Below, last three shoes left to right:—Ajter-ski boot 
of brown and white pony skin, fleece lined, with 
red crepe wedge sole—Saks Fifth Ave. Bright 
soft moccasin with warm fleece lining; hand 
crocheted red wool boot with cord sole 
and contrasting tongue—both from 
Lord & Taylor, New York. 








Winpow display for department stores today calls for 
a technique greatly different from that used a few years 
ago. Glamorize the merchandise, give it theatrical pres- 
entation by coordinated color and light, add a third 
dimension, and keep in the right customer groove. With 
these thoughts kept in mind, provided of course that 
the display man’s work is good, he cannot go far wrong. 
The reaction of window shoppers will be turned into 
sales, if not immediately, at least eventually. 

Mr. Cooper looks to color and light as his two 
important aids in dramatizing merchandise. These two 
agents, he contends, are in almost every field the most 
important news of the day. A display man with a good 
appreciation of both can create whatever reaction he 
wants in the minds of his public. Care must be taken, 
however, to keep in the customer groove that has been 
ground out for that particular store’s trade, or, of 
course, if there is an effort being made to trade up the 
customer, or to reach a higher customer level, the win- 
dows are excellent mediums by which it can be done. 

It is essential to have the cooperation of all who are 
interested in selling the merchandise, Mr. Cooper be- 
lieves. Weekly meetings of sales promotion manager, 
buyer, copywriter, artist, display men, and salespeople 
produce benefits to all. Each person should be invited 
to offer suggestions, for often an excellent idea comes 
from a most unexpected source and information given 
about the merchandise by so many persons discloses 
all of its possibilities, permitting a better showing. It is 
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Miniature grocery store on one column tnd tea 
room on the other suggest shoes for shopping 
and other types for down-town luncheon en- 
gagements. 


essential that voice be had before plans for selling are 

put into effect. 

At present this store works eight weeks in advance 
of the season. At each weekly meeting the last promo- 
tion is reviewed and the coming ones previewed. In 

“this way buyers have an opportunity to fit their mer- 
chandise into the picture, to buy special goods, if needs 
be, and all have a better understanding of the merchan- 
dise and what the store intends to do with it. 

The idea window, Mr. Cooper points out, is the one 
that actually sells the merchandise shown and at the 
same time builds good will for the store. If the cus- 
tomer can, in addition, be sold an idea that will result 
in increased sales, so much the better. 


_ 


THE shoe windows recently installed are examples of 
the principles advocated. First a theme was selected to 
carry through all of the windows, the theme being as 
vital to display as it is to music. “Triumphant Ameri- 
can Design” was the idea to be put over. The sales idea 
was contained in the suggestion that women should 
change their shoes as they change garments. 

Displays for five occasions‘ were shown, all tied to 
the one thought of “When You Go Shopping.” A 
miniature grocery front suggested early morning in the 
neighborhood, shoes of the walking type as suitable. 
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WINDOW SELLING 


Glamorize the Shoes . . . Coordinate Color and Light. . . 
Keep in the Right Customer Groove . . . Build Around a 
Central Theme 


“When you lunch Down Town” was depicted by a 
tiny table with chairs and shoes of two types, for the 
woman who likes tweeds and for the woman who pre- 
fers the dressier garment. 

“When you play Bridge” carried for illustration a 
room corner with miniature bridge table and chairs. 
Shoes in this group were of the afternoon type. 

“When you Dine Out” suggested the night club with 
masque and lyre, and shoes suited to the occasion in 
fancier models formed this group. In the center of the 
stage were shoes for evening wear, in all colors and 
styles. 

Tying to the theme was a pillar in blue and white 
stripes with the world inside a circle of time—an ab- 
stract to arouse the imagination. Each of the cylinders 
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by JOHN R. COOPER 

Display Manager, Mandel Bros., Chicago 
as told to 

SHIRLEY WARE 


upon which settings were stationed was covered in mate- 
rial suggesting the time of day, for example: satin fer 
dining out, and, getting back to the theme, all materials 
were studded with gold stars. The position of the sun 
indicated the time of day, also. Wires painted gold 
were used as directional mediums to carry the eye to 
the merchandise. 

Since saddle leather and gabardine were the high 
style items, shoes of these materials were featured in 
adjoining windows. Saddle leather, being a new color, 

[TURN TO PAGE 29, PLEASE] 


In this window the shoes were spotlighted by 

inverting the columns. The central theme in 

all windows was: “Triumphant American 
Design.” 











The Editor's 


Outlook 


by ARTHUR D. ANDERSON 
EDITOR * BOOT and SHOE RECORDER 


Steady All! 


STEADY ALL! A nation goes to work—as it never 
did before. As Knudsen put it: “We are not in the 
right swing yet. We are worrying about civilian econ- 
omy, which has already been hurt. We can’t, as some 
people think, be prosperous and arm for war at the 
same time. 

It is important for all of us to shift our concept of 
business from a peacetime to a wartime economy. We 
are going to learn that the immediate cost of business 
is not in terms of taxes, loans and debts but in delayed 
production, plant deterioration, cessation of manufac- 
turing in many places, losses that have their effect on 
local businesses and local readjustment of standards of 
living. There will be a rearrangement of work and tre- 
mendous changes in occupational effort. 

All right and proper—because this is war, the worst 
kind of war because we are all in it. Every man and 
woman in America either helps or retards the effort. 

But, at the same time, we in shoes need a sense of 
proportion. We can appreciate the fact that a terrific 
emotion can upset and anger (what I have always 
termed) “the most emotional people on the face of the 
globe.” We plunge into things and the will to do is the 
greatest glory of the American people. The nation, the 
business, the men and women listening to the radio or 
reading the newspapers is of one mind—“to clean this 
mess up before we are messed up.” 

One hundred and thirty-two million people 
must continue to work, eat, sleep and live life. 
Shoes, if anything, play a more important part. 

We have many patterns to study. The pattern of life 
in England in the early days of this World War No. 2 
and as it is now. The pattern of retailing in England, 
particularly in times of stress and shock—and what 
effect these major “blitz” accidents have on the buying 
and selling of footwear. We need to study the behavior 
of customers as well as the behavior of crowds. We 
need to know the very “extreme” that can happen— 
where people are reduced to only the footwear that they 
have on their feet and the makeshift repair and manu- 
facture—such as has occurred on the European conti- 
nent. . ® 

We need to know all these things because they play a 
background part in the decisions of men in business. 
Remember, this is one time in your life and your business 
when you can’t drift. You are face to face with the neces- 
sity of critically analyzing your business—its adapta- 
bility and adjustment to uncertainty. Whether you 
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operate a little store or a chain or a factory or an entire 
system of production and distribution, you have got to 
give your whole heart and mind to the business. Re- 
member, there are more external things affecting your 
business now than ever before. Careful judgment is 
important. 

So let’s give you a foundation stone upon which to 
anchor your thinking. Take a look at Page 81 of next 
week’s issue—December 27, 1941. Look at the chart 
showing the rate of population increase, production in- 
crease and consumption increase. The chart goes back to 
1880 and completes the cycle of shoe time to 1941. You 
may have lived through many of the emotional peaks and 
valleys represented by that chart. You'll notice one 
thing—the population increase is a rather constant line. 
Consumption is fairly parallel to it, with here and there 
a dip, such as in 1921 and 1931. Notice the steadiness 
of the line between 1914 and 1919. The public didn’t 
stop buying shoes—neither did population stop increas- 
ing. 

What can we learn from this chart? That SHOES 
GO ON—go on human feet, a pair at a time; approxi- 
mately three pairs per person per year. Everybody 
wears shoes and every shoe wears out or is discarded. 
There is nothing in today’s picture that indicates a 
return to the barefoot age. And by the same token, in 
this serious world we are in there is nothing to indicate 
that in 1942 the American people will go on a spree of 
buying—making the cash register click with machine- 
gun rapidity. 

Shoes as an article of wear are as standard a need as 
anything in the land—but mark you well, that does not 
mean that shoes will be standardized. We have it on 
official record that in the darkest days in England cus- 
tomers were coming in for pretty shoes for a lift to the 
spirit. Folks are still folks—and feet are still fashion. 
The eye must be served. 

But don’t take it for granted that the pattern of pros- 
perity and profiteering is going to reproduce itself. This 
public of ours wants its money’s worth and is willing to 
pay for it. You won't be able to capitalize on short- 
ages, even rubbers. You can tell the public there won't 
be any more, but that tougher, critical individual will 
say: “So what? I'll go without! Wear what I have.” 

The public doesn’t expect you to lose money. 
By the same token it doesn’t expect to give you 
“plus” money. A steady, middle-of-the-road policy is 
best. 
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WAC SOLE STITCHING 
MACHINE—MODEL C 


Among the smart Spring styles for 


women, new prominence is given to 


shoes with lightweight, wheeled 


“extension edges. 


The W/E Sole Stitching Machine 
— Model C affords a most economi- 
cal and satisfactory means of sole- 

attaching for this fashionable 


sole treatment. 
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ELIZABETH AMBROSE 


Fashion Editor 
W oman’s Home Companion 


DEPARTING from the pattern of previous style shows, 
involving dramatic presentations usually staged at night, 
the National Shoe Fair announces that its opening 
luncheon meeting, to be held Monday noon, Jan. 5, will 
be a complete fashion digest directed by Miss Elizabeth 
Ambrose, fashion editor of the Woman’s Home Com- 
panion. 

Selecting the intriguing title “High, Low and Jack Up 
Sales,” Miss Ambrose will bring to her listeners a prac- 
tical, basically sound style discussion, seasoned with an 
experience of many years intimately associated with 
the shoe industry. She explains the subject of her ad- 
dress as “an analysis of profit-making fashion trends,” 
a phrase which should attract a capacity crowd. 

From advance information it is evident that this will 
be a style review which no retail merchant or manu- 
facturer will want to miss. Properly timed at the begin- 
ning of the National Shoe Fair, buyers will have a pre- 
ferred opportunity to survey trends and tempos of 
future fashions. Here at the Monday luncheon they 
will hear Miss Ambrose tell of Spring and Summer 
styles and witness models parading the shoes demanded 
for Spring clothes having consumer acceptance. 

Staging the show at noon instead of the evening is 
intended to conserve the time of those attending the 
Fair. Information has been organized in a factual man- 
ner so that shoe men may quickly absorb the authentic 
style story on the first day of the Fair. The entire style 
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HIGH, LOW and... 
SACK UP SALES 


Prominent Stylist Selects This As Theme 
for Stream-Lined Fashion Digest on First 


Day of National Shoe Fair at Chicago 





















presentation is designed to be a real business aid rather 
than an entertainment. 


There are, however, many entertaining features in 
the show—unique dramatizations of style incidents that 
will have a lively appeal. Those who have been privi- 
leged to see the plans for the style show report that 
they fully come up to what those who know Miss Am- 
brose would expect of her. She knows, shoes, leathers, 
merchandising and the whims of consumers. 

Assisting in the development of the theme song of the 
style show, has been the fashion staff of Woman’s Home 
Companion.. From this reservoir of consumer contacts 
will emerge a definite and accurate trend of consumer 
thinking in style matters. 

Assisting Miss Ambrose in the preparation and pres- 
entation of the show is Miss Helen G. Thompson, mer- 
chandising manager of the Companion, who is known 
to retailers throughout the country. 

Tickets for the luncheon and style show on Monday, 
Jan. 5, the opening day of the Fair, will be sold in ad- 
vance at Headquarters Booth, National Shoe Retailers 
Association, Michigan Boulevard Lobby and at the en- 
trance of the Grand Ballroom, Stevens Hotel. 

Carl Burgstahler, President of the National Shoe Re- 
tailers’ Association and L. V. Hershey, Chairman of the 
Board of Directors of the National Boot and Shoe Manu- 
facturers’ Association, will act as co-chairmen of the 
meeting, with the former presiding. 
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BUY as you SELL 


And Avoid Frozen Capital in End Sizes 
The Recorder Stock and Daily Sales Record Helps 
You Do Just That! 


Insures Accuracy of Buying Judgment 





“If a $5 Gold Piece Falls Thru 
a Crack in the Floor”—is the 
title of our instruction brochure 
red imitation | for keeping stock records:— 
muss Sec | Supplied with each order for 
pe, ae Stock Record System. 











One hour a day keeps your records com- 
plete— 

Every sale and purchase recorded — 
Visible daily turnover and sales report— 
with monthly inventory of each stock 
number — 

Shoes on hand, on order, due, returns, 
transfers in or out from branch stores— 


FOR GROUP OWNED STORES 


—the Stock Record System used in conjunction 
with the MASTER STOCK SHEET and the cen- 
tral office CONTROL FORM, also 2 COMPARI. 
SON FORM for sales of total pairs by seasons 
and years, gives the merchant-owner complete 
stock control with style and sale trend. 





Complete Working Outfit . . . . $7.25 


Consists of: 


) 
1000 Carton Tickets - Clips 
8 Pads Sales Record Sipe 
2 Pads Refund Record “Slips 


(as preferred) 
Above, not including Carton Tickets or Sales 
Refund 


Check with order, please, unless C.0.D. Shipment 
is preferred. 
Orders filled for any forms preferred. 


Shoe Carton Tickets and Clips: 





PROFIT CHARTS—25c. each; an accurate method of figuring 
selling prices. 


WRITE FOR OUR FREE BOOKLET ON STOCK-TURN. 


MERCHANTS SERVICE DEPARTMENT 
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OTHER PEOPLE’S IDEAS 


by JOHN F. W. ANDERSON 


Both to One Customer 


Hose and polish can be sold to the 
same customer at the same time, ac- 
cording to the management of Kahn’s 
Shoe Store, Santa Fe, New Mexico. 

A year or so ago they decided that 
they were losing many potential sales 
among men by hesitating to suggest 
two items at the same time. The 
regular procedure had been to show 
the hose at the fitting stool and then 
have the bag girl suggest polish at 
the register stand. Experience proved 
that the average man wasn’t easily 
sold after he had completed his pur- 
chase—particularly by a girl. 

Se the shoe salesmen were _ in- 
structed to start bringing both a box 
of polish and a pair of socks right to 
the fitting stool and suggesting them 
before they put on the man’s shoes. 
No high pressure is used. The addi- 
tional items are merely suggested in a 
pleasant way with particular emphasis 
on the idea that it pays to buy good 
polish which is designed especially 
for the shoes sold. The store has 
found out that in a surprising num- 
ber of cases, while the customer is 
still comfortably seated and relaxed, 
hell buy both items. 


o.@ .&@ 


This Will Hold ’Em! 


The shoe business has been more 
lucky than other industries in that it 
hasn’t had a great deal of trouble 
with shortages and priorities—yet. 
However, the time may come when 
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retailers will have a lot of explaining 
to do to their customers as to the de- 
lays in special orders, etc. Maybe you 
can quote a bit of poetry to them such 
as the following which is sent out by 
a shoe manufacturer to his impatient 
accounts: 
Keep your temper, gentle sir, 

*Cause we, as manufacturer, 
Know your order’s overdue 

For a month, or maybe two. 


We can’t help it, please don’t swear, 
Labor’s scarce, and metal’s rare. 

Can’t get steel. Can’t get dies. 
These are facts. We tell no lies. 


Harry’s drafted, so is Bill, 
And all our work is now uphill: 
So your order, we’re afraid 


May still be a bit delayed. 


But you will get it, don’t be vexed. 
Maybe this month, maybe next. 
Keep on hoping, don’t say die 
And we'll fill your order bye and 
bye. 
* * «# 


They'll Soon be Home from 
School 


Here’s an excellent idea seen in the 
window of Frank Bros. shoe store, 
Fifth Avenue at 47th Street, New 
York City. It should be very effective 
during the holiday season when 
undergraduates are home for their 
holiday vacation. 

Bronze seals of 20 of the leading 
eastern colleges and preparatory 


schools are mounted in the back of 
the window. An attractive sign in the 
window reads: 

“For generations, undergraduates 
of every important College & Prep 
School have looked to Frank Bros. 
for their shoe requirements. 

“We are proud of the fact that 
their patronage has continued after 
graduation and in many instances 
their grandsons are carrying on the 
tradition.” 

Before the display of seals, are ar- 
ranged ten pairs of shoes in styles 
that would be right at home on any 
campus. Also, a display of imported 
woolen hose, from a dollar up, ar- 
ranged in a semi-circle on the floor of 
the window. 

. * * 

“Smooth Calf for Rough Weather” 

(Garfinckel’s, Washington, D. C.) 

* * _ 


“The Call to Colors!” 


We quote from a recent newspaper 
ad of the John Wanamaker store in 
New York City in which they state the 
policy of the store during this time of 
national emergency. Their advice 
may be useful to shoe merchants: 

“We are determined, with the aid 
and cooperation of our customers, to 
continue our Lowered Price Policy. 
In order to do this it is necessary to 
bring you more merchandise at less 
cost and thus help the budget prob- 
lems of all individuals. 

“Already we have streamlined our 
own thinking and our own planning in 
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this worthwhile cause and we will con- 
tinue to do so. But there are some 
things you can do, starting today. 
Make a firm resolution that your shop- 
ping will be more carefully planned 
and more accurately carried out. This 
thoughtfulness on your part will re- 
duce materially the tremendously 
wasteful and expensive practice of the 
retura of merchandise. 

“Also you can begin at once the 
habit so many of our customers have 
already started by carrying small 
packages. 

“You can be more tolerant in the 
absence of certain services that we can 
no longer render because so many of 
our men will have been called to 
active service. 

“We believe, too, that our customers 
will understand and appreciate, that 
in order to continue our Lowered Price 
Policy and to bring prices even lower, 
we will be obliged to make certain 
charges for some services if they are 
desired. Under the emergency of this 
war and the necessity of contributing 
everything we have to the aid of our 
country, we are sure that people will 
realize that the prime and principal 
function of a retail merchant is to 
serve his customers with merchandise 
at his lowest possible cost. When our 
customers appreciate this they will, 
we feel sure, be willing to pay for 
some services previously rendered 
without charge. By this procedure 
great savings can be effected in all 
types of merchandise.” 

* = * 

“The shoe for men of good taste and 
sound judgment” 

(Godchaux’s, New Orleans) 


7; 2. >? 


On January Clearances 


Many merchants are entering clear- 
ances this January with a measure of 
caution in that they are not going to 
offer any of their year ‘round staple 
shoes on sale. Prices of these may go 
up still further so it may be advisable 
to set these shoes aside if they are in 
perfect condition, and promote high 
style novelties, “white elephants,” and 
novelties only. 

Many a merchant in recent years 
has used the January clearance as the 
means of clearing his stocks of the 
remainder of last Summer’s whites. 
Housewives, nurses, beauticians, etc., 
look forward to this event to get white 
shoes’ at reduced rates. But be sure 
and put the white shoes in condition 
first—brush up the nap, remove any 
spots, dust on some fresh powder. Add 
new, clean laces if necessary, fresh 
tissue in the boxes and new boxes if 
broken. Customers will buy much 
quicker if they believe the shoes to 
be new. 
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A new high in shoe design from 
California. 





Polishing Up the Business 


One of the J. C. Penny stores in St. 
Louis has built up a clever idea for 
merchandising shoe polishes, built 
around displays on both sides of the 
shoe department. 

With the idea of selling a bottle or 
can of shoe polish to every customer, 
the management placed a stock of 
fifteen kinds of polish on small tables 
spaced six feet apart on the entrance- 
way. A pair of men’s and a pair of 
women’s shoes was displayed on each 
table. One shoe of each pair was 
bedraggled and lusterless after sev- 
eral months of hard wear. The other 
pair appeared with a high polish and 
in condition like new. Cards reading 
“before” and “after” were attached to 
the respective shoes. 

As soon as a customer was shown a 
pair of shoes, the salesman took her 
to the displays, pointing out that the 
store carried a polish made specifical- 
ly for the shoes just purchased. See- 
ing the display, and the effeci of good 
polish, many a sale was made. 


Fast Moving Sale Phrases 

January clearance business should 
be just as good as ever, so here’s a 
few ad phrases that may help you get 
the shoes out of the store in a hurry: 

“Out They Go.” 

“We Bought too Much—our Mis- 
fortune is Your Gain.” 

“A Real Sale for the Jaunary Male.” 

“Set Sale With a Profit.” 

“An Advance Spring Shopping 
Party.” 

“Now They Will All be Sold.” 

“A Yearly Dividend to Our Custo- 
mers.” 

“A Sale That Makes Money for 
You.” 

“Our Less is Your Gain.” 

“This IS a Sale.” 

“Every Shoe in the Store is on 
Sale.” 

“Attention, Ladies!—Here’s a Bar- 
gain!” 

“Preview and Sale Extraordinary.” 

“Storewide Clearance.” 

“Greatest Shoe Bargains 
Store’s History.” 

“Buy Two Pairs for the Price of 
One.” 

“Bargain Time in Winter Time.” 

“Latest Styles on Sale Too!” 

“A Sale for Everyone Who Wants a 
Bargain.” 

“For One Month of the Year.” 

“Come One—Come All—Take All.” 

“Everything Must be Sold but the 


Fixtures.” 


in our 


* * io 


Lost Sale 


Like the story of the warrior’s horse 
that lost a nail out of his shoe and 
because it wasn’t fixed immediately it 
finally caused the battle to be 
lost, a customer lost may mean the 
beginning of the end of a shoe store’s 
business. Here’s a card developed by 
a New York buyer to check on his 
salesmen. To be useful it must be 
followed religiously by every shoe 
fitter. 





Today (Date) 


1—Make not handled 
3—Price too high 

5—Says to call (Phone 
6—1 couldn’t close the sale 
8—Customer turned over to 


9—Remarks 





LOST SALE 


194. . I lost the sale of 
for the following reason: 
2—Customer apparently just shopping 
4—Not ready to buy 
) about 194 


7—Other reasons 


Salesman 











JOHN T. BARTLETT 


WHEN ail commodities, including 
labor, are subject to scarcity condi- 
tions (real, psychological, or both), 
the stage is set for promotions which 
have maximum chance of success. 
We are in such a period now. The 
argument against special methods, 
“They aren’t necessary,” is popular. 
Many retailers, including some shoe 
merchants, are letting down. Why 
fight for business, in a way of speak- 
ing,-when it comes without effort— 
in fact, in some lines, there may be 
difficulty in finding the goods to sell? 

The answer is that shoe retailers 
so situated they need have no thought 
for their sales volume, are not merely 
few in number, they are practically 
non-existent. Let’s consider a few 
merchant-types, beginning with the 
store doing a big business, making 
money, and “selling all the merchan- 
dise we can get.” 

The shoe trade, in this land of 
plenty, is subject to scarcity threats. 
There are imported leathers we can’t 
get, and others, still coming in, which 
may be shut off. The Pacific war may 
make the rubber situation worse. The 
raw material problem isn’t the only 
one—there’s the dilemma of manu- 
facturers, encountering competition 
for labor, who have the materials but 
find it hard to produce fast enough. 
As this is written, there are plenty of 
potential, some actual, scarcities in 
the shoe trade. Never forget this, 
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Sales Promotion in 


A Searecity Eeonomy 


Number 6 of a Series on 


RETAILING UNDER NATIONAL DEFENSE 


though—-seller’s markets are not nor- 
mal; they always pass. 

All shoe stores and departments 
need a promotion program. The only 
sound management policy is based on 
aggressive selling—sustained momen- 
tum which carries the shoe store, well 
merchandised, through periods of 
both short and heavy supply. 

There are plenty of shoe merchants 
who, despite the current scarcity 
economy, are not “selling all the mer- 
chandise they can get.” Blixen, for 
example. He told me recently, “Our 
sales aren’t running any higher than 
last year. That is true of most retail 
enterprises in my town. You know, 
there are no defense contracts here. 
We have lost a lot of people, gone 
off to the factory towns. The com- 
munity payroll is actually down.” 
In districts and neighborhoods 
spotted about America, are a con- 
siderable number of shoe outlets 
which need to fight for sales—use 
promotions—as much as last year, 
and perhaps more. 

There’s my shoe friend, Brunner. 
Into his town has come a chain out- 
let. His competitive problem is seri- 
ous. He can meet it only by adopting 
a promotion policy. 

Shoeman Bishop seemingly hit the 
jackpot—a new defense industry has 
multiplied local population many 
times. Bishop should sales-promote to 


by JOHN T. BARTLETT 
Business Research Specialist 


maintain himself at the top of the 
local independent shoe trade. 

In this National Defense era, all 
shoemen should remember a promo- 
tion maxim. /f sales come with little 
effort, carefully-made plans, energeti- 
cally carried out, will produce much 
additional business.* It is always 
easier to make advertising, and gen- 
eral promotion, pay when consumer 
spending power is high than when it 
is normal or low. 

When we return to ordinary times, 
we'll find some shoe merchants with 
larger capital and stocks, stronger 
sales organizations, dominant in their 
trade territories. By and large, these 
will be the dealers who have a con- 
tinued effective, aggressive promotion 
policy. 

Merchandise may sometimes be 
scarce. Deliveries may be occasion- 
ally—or often—slow. But shoe out- 
lets are going to have a lot of goods 
to sell. If they can’t get just what 
they want, with respect to individual 
items, they can get alternative mer- 
chandise. Promotion begins, of 
course, with buying—arranging for 
the merchandise in supply adjusted 
to the expected sales condition. The 
best job of promotion is always done 
on a calendar basis—working weeks, 
months ahead. Every good shoeman 
knows, in a specific way, the ins and 
outs of seasonal demand in his ter- 

[TURN TO PAGE 39, PLEASE] 
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They Dress for Winter 
On the Campus 
[CONTINUED FROM PAGE 19] 


nd skating, and they want footwear 
hat is warm when walking along 
iraughty corridors to visit their dormi- 
ory friends. 

You'll sell knitted socks with felt 
oles, crocheted bootees in bright colors 
or this purpose. You'll sell fleece-lined 
noceasins, boots, slippers; you'll sell 
shoes with fur on them; you'll sell al- 
nost anything that looks and feels 
warm and comfortable. And don’t be 
afraid to show this type of merchandise 
because you feel it’s totally different 
from what you’ve sold before; college 
girls love things that are different; they 
love to be different; they even paint 
designs on their spectacle rims, put ear- 
rings in their braids, wear long neck- 
laces of pearls on typically college- 
sloppy sweaters, and do half a hundred 
utterly foolish but immensely attrac- 
tive things to themselves and their 
clothes in order to look different from 
the rest of the world. 

So show this merchandise; promote 
it, and you'll find that the college girls 
in your town will do your job for you. 
Mary Jane will buy it, and her room- 
mate, Susie, not to be outdone, will be 
sporting something similar a few days 
later. And don’t forget that Mary Jane 
and Susie set the style, not only for 
their college friends, but for their 
younger high school sisters as well. Let 
the girls know you have the type of 
things they want, and they and their 
friends will let you know—in dollars 
and cents—how much they like it. 





Formula for Window 
Selling 


[CONTINUED FROM PAGE 21] 


had to carry the additional message 
that matching accessories could be had. 
In this window Mr. Cooper illustrates 
several of the devices he uses. Spot 
lighting the merchandise, in this in- 
stance, is achieved through inverted 
columns (a reversal of the natural) ; 
the frames, suggesting that the mer- 
chandise is suitable for framing, and 
the lighting props, appear as one unit; 
the background, a wall of blue green, 
simply emphasizes the color rather than 
serving. to create atmosphere. The 
colorful gourds tie-in with the theme 
and at the same time suggest a multi- 
plicity of colors suited to saddle leather. 
The window card here read: “Frontier 
Themes Dramatize Rich Calfornia Sad- 
dle Leather As Genuine as a Western 
Handshake.” 

The versatility of gabardines for 
color harmony was suggested by the 
paisley scarf of many colors and black 
border. The background of this window 
was also in blue-green. The large cor- 
ner window background was painted 
fuchsia-pink, the sharp but harmonious 
contrast between windows standing out 
in the night like colored signal lights 
in the dark. 
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“The Goal We Seek”’ 


(See picture, page 12) 


“The true goal we seek is far above 
and beyond the ugly field of battle. 
When we resort to force, as now we 
must, we are determined that this force 
shall be directed toward ultimate good 
as well as against immediate evil. We 
Americans are not destroyers—we are 
builders. 

“We are now in the midst of a war, 
not for conquest, not for vengeance, but 
for a world in which this nation, and 
all that this nation represents, will be 
safe for our children. 

“So, we are going to win the war and 
we are going to win the peace that 
follows. 

“And in the difficult hours of this 
day—and through dark days that may 
be yet to come—we will know that the 
vast majority of the members of the 
human race are on our side. Many of 
them are fighting with us. All of them 
are praying for us. For, in represent- 
ing our cause, we represent theirs as 
well—our hope and their hope for 
liberty under God.”—From President 
Roosevelt’s address to the Nation on 
the night of Dec. 9. 





Mr. Cooper’s extensive use of vivid 
color and light, set his windows apart 
from any of the others that line 
Chicago’s State Street. 


Leisure Shoes Stressed 


MINNEAPOLIS, MINN. — Slippers and 
shoes for leisure wear are given con- 
siderable attention in the Christmas 
“Daytonian,” the annual Christmas 
issue of the seasonal publication of the 
Dayton Co., one of the city’s leading 
department stores. In addition to a 
full page of slippers, other gift sugges- 
tions listed and illustrated include 
sheepskin-lined boots, rubber boots cow- 
girl style, bowling shoes, and evening 
sandals. The page of slippers is en- 
titled “With Good Bedside Manners” 
and includes slippers, mules, scuffs, 
ankle boots, and dorsay’s. Included in 
the suggestions of gifts for men in the 
service and entitled “Tagged for the 
United States Male,” are several slip- 
pers, a kid opera, a semi-faust style of 
electrified lamb, and a lounger type. 








Novelty Colors in 
All Types of Shoes 


[CONTINUED FROM PAGE 15] 


A new idea is developing in the use 
of Flag Red, Royal Blue and Emerald 
Green for gabardine shoes to wear 
with neutral color gabardine costumes. 
We have already noted the idea in our 
Dec. 13 style feature on Spring fabrics. 
Don’t forget it. It is a smart novelty 
idea and in the growing style trend of 
matching weaves in costume and ac- 
cessory fabrics instead of matching 
colors. 











“It’s a Privilege to sell 
Health Spot Shoes” 





says 
Mr. N. A. Gabrielson 
MANAGER 
HEALTH SPOT SHOE SHOP 
15 WEST 9TH STREET 
ERIE, PA. 


He further states, “For many 
years I have been selling style 
and the so-called corrective 
shoes, and I now feel that my 
choice for life work has been 
wisely made.” 


Mr. Gabrielson’s remarks are 
based on a personal experience 
of going into a new Health Spot 
Shoe Shop and seeing the vol- 
ume grow steadily month after 
month. 


The “formula” for this ever- 
increasing volume is the combi- 
nation of Health Spot Shoes and 
the operator’s ability to make an 
intelligent presentation and fol- 
low through with accurate fit- 
tings. 


The operator is amply repaid 
for his endeavors, with a weekly 
salary AND a liberal share of 
the profits. The more he puts 
into the job, the more he gets 
out of it. 


MEN WANTED 


New Health Spot Shoe Shops 
are constantly opening, creating 
opportunities for capable experi- 
enced retail shoe salesmen. 


No investment is required. 


Send for an application blank 
today! 


HEALTH SPOT SHOE SHOPS, INC. 


INDUSTRIAL AVENUE 
DANVILLE, ILLINOIS 











SELL THOSE WINDOW SHOPPERS 





PAVE 


TALEING WINDOW S 











X-1: Red Cap, gold 
background, white 


Colorful price tickets in 
the popular price denomi- 
nations will dress up your 
displays, and make selling 
easier. Blank tickets, show- 
ing the design only, are 
also available. 


We have in stock a com- 
plete selection of designs 
and color combinations. 





“I” —— Orange 

brown design — 

board — price in white beard—price 
black. in black. 














PRICE TICKETS 


Imprinted Prices on Colorful Seasonal Designs 


ard B—Blue border with 


6 Dozen 


$1.25 


12 Dozen 


$2.25 


yellow stars — white 
beard — price in 
black. in black. 


The size—1',” x 234"—is 
large enough to attract the 
eye, and small enough to 
give the shoe prominence. 
The tickets are attached 
neatly to any part of the 
shoe with our Price Ticket 
Clips which are priced at 
$4.00 per gross—$2.25 per 
half gross. 


We will send a circular showing actual samples, at your request. 
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COLORFUL AND EFFECTIVE 
SHOW CARD AND PRICE TICKET 


WRITE FOR DETAILS OF OUR ANNUAL SHOW CARD SERVICE 





SERVICE 


MONTHLY 


CARDS HOLDERS 


BLANK 
TICKETS 








SERVICE . .. New and seasonal dis- 
play cards and harmonizing price 
tickets every month with informa- 
tive messages on style notes, value, 
quality, service, etc. Exclusive fran- 
chise basis. WRITE for samples 
and further information. 
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10¢ 





4 


100 
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THIS WEEK IN T 


*NATIONAL NEWS®* 


SHOE TRADE 


wITIYS 


N CWS 


Announce Speakers for M.A.S.R.A. Meeting 


J. Edgar Kaufman, of Kaufman’s, Pittsburgh, Now Identified 
with OPA, in Washington, to Be Headliner at 
Philadelphia Show, January 18-20 


PHILADELPHIA—Although the twenty- 
eighth annual shoe show and conven- 
tion of the Middle Atlantic Shoe Retail- 
ers Association, which is scheduled to 
be held at the Benjamin Franklin Hotel 
in this city, January 18 to 20, is still 
over a month away, all of the planning 
and a great deal of the detail connected 
with it has already been executed. For 
example the program of the business 
meeting and luncheon which will be 
held on Monday noon, January 19, has 
been worked out in full and the prin- 
cipal speaker has been announced. He 
will be J. Edgar Kaufman, of Kauf- 
man’s, Pittsburgh, one of the great 
department stores of the country. 

Mr. Kaufman is nationally known as 
a speaker and is identified now with 
the Office of Price Administration in 
Washington. With the background of 
merchandising that is naturally his, 
and his work with the Price Adminis- 
tration, he is in a position to give in- 
formation of the most helpful character 
to the members of the shoe industry 
who will assemble at that time. 

The Question Bee, a new feature of 
this convention, which will be held on 
Tuesday, the concluding day of the 
meeting, has been planned to interest 
retail merchants particularly. To it 
will be brought problems of merchan- 
dising, store management practice and 
promotion. Miss Eleanor M. Rutledge, 
fashion editor of Boot AND SHcE RE- 
CORDER, is featured to present a fore- 
cast of the trend of Spring fashions, 
which by that date will be reasonably 
stabilized and sa can be discussed with 
relative certainty. 

Two factors entering largely into 
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an event of this kind, the number and 
importance of the exhibits of manu- 
facturers and wholesalers of shoes, as 
well as auxiliary lines, and the number 
of retailers who visit them. 

The officers and members of the 
M.A.S.R.A. have by no means over- 
looked the importance of these fea- 
tures. For the first, the matter of 
exhibitors, it was stated at the head- 
quarters of the association that the 
number ‘who have already made res- 
ervations considerably exceeds that 
of the show held last January, 
and the list, so far on record, in- 
cludes many of the largest concerns in 
the country. The exhibits as a whole 
will be representative of the shoe in- 
dustry. The result will be that the re- 
tail merchants attending the show will 
have not only a comprehensive view of 
what the shoe industry as a whole has 
to offer, but in view of the time cf the 
show, what styles really have Spring 
acceptance. 

To be sure that the retail field is 
equally well represented, positive ac- 
tion has been taken to secure it. In 
addition to the convention program 
spoken of above, two hundred and 
seventy-five captains in two hundred 
and sixty cities will contact in the 
neighborhood of 1,500 retail merchants 
personally, to secure their attendance at 
the show. This plan, the so-called 
“Squad Plan,” was inaugurated last 
year, and proved quite successful, but 
was not carried out to the full value 
of its potentials, and for the present 
show much greater success is to be 
looked for. 


SATURDAYe 


Shoe Man May Have Been 
Captured in Guam 


Curcaco, Itt. — Mortimer Marks, 
well-known former shoe traveler, is be- 
lieved to have been taken prisoner by 
the Japanese on the island of Guam. 


MORTIMER MARKS 


Mr. Marks joined the Marine Corps 
some time ago and had recently been 
promoted to the rank of captain. He is 
known to have been stationed on the 
island at the time of the attack. 

He is a son of David Marks, past 
president of the National Shoe Travel- 
ers Association, as well as of the Chi- 
cago Association, of which he, himself 
was an active member, and worked with 
his father before enlisting at San Diego 
from where he was transferred to the 
Pacific island. 
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ETS GET acqualyTeD/ 


- While at the shoe fair, drop in for o chat, let's become 
friends. We assure you you'll wolk out with that swell feel. - 

2 beautiful rooms bubbling over with sparkling window 

display ideas ond materials. You'll benefit by visiting us. 


ARROW PrSorAtine & 
| FIXTURE CO. 
37 NORTH SEVENTH STREET, PHILADELPHIA, PENNA. 


in- ROOMS 853A-854A-BOOTH 12 





Detroit Reports Increase in Shoe Sales 





Slippers, Also, Add to Volume and Many Merchants Expect 
That Demand Will Keep Up After the 


Christmas Season 


Detroit, MicH.—A truly Christmas 
spirit is evidenced throughout Detroit. 
Christmas buying started three weeks 
earlier than last year, but the ever alert 
shoe man has not been caught napping. 
Stores have been gaily and beautifully 
decorated and an ample and unusually 
attractive stock has been provided to 
suit all tastes and pocket books. 

A trend toward practical gifts has 
been noted this season increasing the 
Christmas business in’ many stores 
through the purchase of gift certificates 
as well as many pairs of shoes as gifts. 

House shoes for men reached a high 
peak in popularity this year and many 
attractive styles were shown, which met 
the approval of women gift buyers and 
also of the men who in many instances 
suggest their preference for house shoes 
as a Christmas gift. 

Hack Shoe Company is enjoying a 
nice slice of the Christmas trade 
through the introduction on ‘the market 
of an entirely new house shoe for men 
built on the lines of their regular shoe 
but very much lighter weight and ‘hav- 
ing the Tri-balance feature. This shoe 
is made along the loafer type of light 
weight tan elk, with Goodyear welt 
soles, which is quite an unusual feature, 
according to Nathan Hack. This is the 
first year the Hack Shoe Co. has fea- 
tured a Christmas item and the avidity 
with which this shoe is being accepted 
augurs a satisfactory increase in the 
store’s Christmas volume. 

At the R. H. Fyfe & Co. Christmas 
buying is reported to be very active 
and far ahead of a year ago in volume. 
Business here has been brisk over a 
period which started three weeks earlier 
than in previous years. 

“We are experiencing a very good 
business and looking forward to a bet- 
ter business next season.” said Steven 
J. Jay, vice-president. “We think that 
the industrial activity and the defense 
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program should speed up business con- 
siderably, through increase of the pur- 
chasing power of a group that have not 
had any money for some time.” 

Mr. Jay states customers are asking 
not for the unusual type of articles but 
for more practical though attractive 





Getting Set! 


Detroit, Mich — Preparations for the 
Michigan Shoe Fair, January 11-13 at 
the Hotel Statler, are reaching the final 
stages with selection of models for the 
style shows. The actual task of selec- 
tion proved a fertile field for publicity, 
with photographs of Sam Plotier of the 
committee picking from a bevy of would- 
be models making the local press. 

Assisting in the selection of the girls 
was Guy Dixon, of the J. L. Hudson Com- 
pany shoe department, who is shown in 
the picture explaining points of his sam- 
ple to Bonnie Sennett, one of the models 
chosen. 

The style show will be held Sunday, 
January 11, at 7:00 p.m. 


items. Slippers are a leading gift here 
for both men and women and many gift 
certificates are being asked for. Bags 
and hosiery are also a very popular gift 
this year and sales volume in these 
articles is away ahead of last year. 

Slippers are bringing an increased 
volume of Christmas business into the 
Ernst Kern shoe departments, promis- 
ing to top last year’s total volume. Wal- 
ter Magee, manager and buyer of Crow- 
ley’s shoes, reports an excellent busi- 
ness in their slipper and evening shoes 
which exceeds last year’s volume, but 
is not so pleased with the good weather 
as it defers purchase of rubber goods, 
for which there was a big need and 
demand at this time last year. 

Among the North End or Boulevard 
shops, Saks Fifth Avenue in the New 
Center Bldg. is outstanding with its 
attractive window displays and brilliant 
Christmas trimmings. Edward Jaffe, 
manager and buyer of shoes, reports a 
25 per cent increase in volume over last 
year’s Christmas buying covering the 
same period. The store, which was new 
here last year, has added many new 
customers during the year, to whom it 
offers this year what is said to be one 
of the finest lines of mules and evening 
shoes in the country. This line is de- 
signed by Manuel Gerton of Saks Fifth 
Avenue, New York. 

Mr. Jaffe anticipates an excellent 
business following Christmas for which 
he has provided an extensive and color- 
ful line of Southern Cruise shoes and 
shoes: for Southern resort wear in red, 
blue and green combinations. 

Christmas business in men’s footwear 
at The J. L. Hudson Co. is said to be 
in excess of last year’s volume, with 
slippers the leading item as gifts. The 
month’s business is expected to be the 
greatest in years owing to increased 
spending made possible through in- 
creased industrial activity in the De- 
troit area. This increase is expected 
to continue well into the Spring and 
ample provision has been made to take 
care of all anticipated volume. 

Bags and hosiery are the featured 
Christmas items at Stuart J. Rackham, 
Inc., exclusive Park Avenue store, with 
shoes as the extremély practical gift. 
Clyde Taylor, manager, reports a sev- 
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eral weeks’ earlier start in Christmas 
shopping, and increased volume in sales. 
, much larger business is anticipated 
here than over a year ago. 


Frank D. Duncan Now 
With Sarra-Sandler 


Boston, Mass.—A. Sandler Co. an- 
ounce that Frank D. Duncan is now 
ffiliated with Sarra-Sandler Shoemak- 
rs Inc., of Lynn, Mass., specialists in 
the flexible sport welt field. 

Mr. Duncan has made many good 
riends throughout the country selling 
his type of footwear, having been with 
rrossman’s Shoes Inc., and J. P. Smith 
shoe Company, of Chicago. He will 
ravel New York State, Massachusetts, 
Pennsylvania, and the Southeast, mak- 
ng his headquarters at the New York 
how room, 402 Marbridge Building. 


FRANK D. DUNCAN 





Boston Boot and Shoe Club 
Holds Dinner Meeting 


Boston, Mass.— The 304th dinner- 
meeting of the Boston Boot and Shoe 
Club, the leading social organization in 
the shoe and leather trade, was held on 
Wednesday, December 17, at the State 
Suite in the Copley Plaza Hotel, Boston. 
The guest speaker was Vincent Palmer, 
noted deep-sea diver and photographer, 
who presented an illustrated lecture on 
“New Worlds Undersea.” The presi- 
dent of the club, Francis C. Donovan, 
prominent Boston leather merchant, 
presided. Mr. Palmer illustrated his 
lecture with moving pictures and beau- 
tifully-colored lantern slides. A recep- 
tion and cocktail. hour was held at 6 
in the evening, and a steak dinner 
served at 6.30 p. m. 






















To Discuss Plans for Fair 


CHicaco, ILL.—The executive com- 
mittee of Central States Shoe Fair will 
hold a meeting the evening of January 
4 at fair headquarters in Parlor 8 of 
the Hotel Morrison. Plans for registra- 
tion, the program of events, and other 
details will be discussed. Carl E. Ver- 
burg, chairman, will preside. 
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G. F. Frayne Celebrates 
50 Years with R. H. Fyfe 


Detroit, MicH.—A half-century of 
service in the shoe business with one 
firm, George F. Frayne was honored 
December 4 in Detroit. Mr. Frayne has 
spent practically his entire business 
career with R. H. Fyfe and Company, 
successively rising to his present post 
as manager of the first floor depart- 
ments, where his familiar personality 
greets thousands of Detroiters. 

The occasion was a surprise event, 
with a store Christmas party for all 
employes. Following out the Fyfe tra- 
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dition of making every event a store 
affair, it was held in the Fyfe audi- 
torium. Steven J. Jay, vice-president, 
was toastmaster for the evening. 

Mr. Frayne was presented with a 
suitcase, a fitted case, and to celebrate 
his 50th anniversary, a $50 Defense 
Bond. 





Retiring from Business 


PEABODY, Mass.— Abraham Kaplan, 
who has carried on a shoe store on 
Main street for the past 18 years, has 
retired from business due to ill health. 
The complete shoe stock has been sold 
to a New York department store. 









Comfort Shoe Display Brings Business 


Boston; Mass.—William Filene's Soms Co., of Boston, recently featured comfort 


shoes by Bellaire made by Holmes, Stickney & Walker, Inc. 


In the front of the 


window, shoes were shown in their progressive steps, with the materials used. 
Special emphasis was given to the trade figure “Evaline", which represents the 
kid leathers of John R. Evans & Co., as indicating the kidskin extensively used in 


making Bellaire shoes. 


Richard Boothby, who recently joined the Bellaire organi- 


zation, was in attendance at the Filene store to help in fitting the many customers 
who were attracted to the shoe department by this unusual display. 





“Open House” for Employees 


Marion, Inp.—An “Open House” for 
employees of the Marion Division of 
Daly Bros. Shoe Co. helped celebrate 
the recent opening of the new and 
completely modern warehouse. Refresh- 
ments were served at this time to more 
than 800 visitors. John Daly, chair- 
man of the board of directors, and 
Philip Mulvihil, treasurer for the firm, 
flew from Boston for the event. Ralph 
Roessler, president of the National 
Jewelers’ Association, who is known as 
the “daddy” of the Marion Shoe Em- 
ployees’ Association, was the only out- 
side guest. 

Since many of the Daly Bros. fac- 
tory workers had never seen how shoes 
were ordered and shipped after they 
left the factory, the entire warehouse 
functioned for two hours showing the 
routine of sending an order through 
the office and shipping the shoes to the 
dealers, They found that the new build- 
ing doesn’t contain a single elevator, 
but that electric driven conveyors car- 
ry the shoes to the top floors and chutes 
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are used to slide the shoes to the dif- 
ferent floors. .They found that the new 
system is one of the most modern and 
efficient in the country, capable of ship- 
ping 12,000 pairs of shoes a day. 

The new warehouse is three stories 
of reinforced concrete with a 75-foot 
front. Windows are all leaded glass 
in steel frames with center openings 
for full Summer ventilation. Sixteen 
feet of display window space faces the 
street where a continual line of shoes is 
shown and changed once a week. 

Walter C. Roose is sales manager, 
Volney Resler, his assistant, Grover 
Chady, stock control and order man- 
ager, and Arthur “Scoop” Dicken- 
sheets, shipping manager. 


Nominated to Head 
Merchants’ Group 


MONTGOMERY, ALA.—Oscar Coving- 
ton, owner-manager of Covington’s Shoe 
Store, is the nominee for the 1942 presi- 
dent of the Montgomery Retail Mer- 
chants’ Association. 


Brown Company Completes 
Reorganization 


New York—Brown Company, one of 
the foremost producers of purified cel- 
lulose and manufacturer of Onco cellu- 
lose insoles, has announced that its plan 
of reorganization, begun more than six 
years ago, has been consummated and 
that the new securities to be issued are 
now available for delivery. The com- 
pany has drawn $4,500,000 of the $6,- 
500,000 loan granted to it by the Recon- 
struction Finance Corporation and the 
balance of $2,000,000 has been reserved 
for capital improvements, the state- 
ment said. 

After giving effect to completion of 
the plan and receipt of the funds from 
the RFC, consolidated current assets of 
the company and subsidiaries will ex- 
ceed current liabilities by not less than 
$12,700,000 the announcement said. This 
is before making provision for allow- 
ance for fees and expenses to be ap- 
proved by the Federal Court at Port- 
land, Me., and by the RFC. 

H. P. Carruth has been elected vice- 
president in charge of operations of the 
company; E. H. Maling will be trea- 
surer and assistant secretary, R. W. 
Bowlen, assistant treasurer; John B. 
Hopkins, secretary; and Leonard A. 
Pierce, clerk. The new board of direc- 
tors, which has taken over operation of 
the business from the trustees, is as 
follows: Robert Braun, conservator of 
Fidelity Trust Company, Portland, Me.; 
Orton B. Brown, formerly trustee of 
the Brown Company; John H. Fahey, 
chairman of Home Owners Loan Cor- 
poration; John J. Hagerty, manager, 
New England agency of the RFC; H. 
P. Kendall, president and treasurer of 
the Kendall Company, Boston, Mass.; 
William DeKrafft, New York City; 
George A. Morris, the Ogilvie Flour 
Mills Company, Ltd.; Serge Senmenen- 
ko, vice-president of the First National 
Bank of Boston, and Laurence F. Whit- 
temore, assistant to the president, Bos- 
ton & Maine Railroad. 

Voting trustees are Charles Francis 
Adams, chairman; T. Jefferson Coolidge 
and Dr. Ernest M. Hopkins, president 
of Dartmouth College. 


Foot Relief Store 
Opened in Los Angeles 


Los ANGELES, CALIF. — The Burns 
Cuboid Company, makers of Cuboid 
Foot Balancers which are distributed 
throughout the country in large depart- 
ment stores and shoe stores, has re- 
cently opened the Cuboid Foot Relief 
Salon at 3415 West Forty-Third Place, 
in Leimert Park, this city. E. J. Nor- 
ton, who has had years of experience in 
foot correction, is manager. 

While the Cuboid Company does not 
ordinarily handle shoes, it has stocked 
a line of orthopedic shoes for men and 
women in the new salon in which are 
incorporated the Cuboid principles. 

“Much foot trouble is caused by 
the weakening of muscles holding the 
cuboid bone in place,” James H. Sewell, 
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general manager of the company stated. 
“Our product aims to correct that con- 
dition. Seventeen basic patent claims 
have been made by W. C. Burns, the in- 
ventor, on this nev feature which is de- 
signed to reposition the cuboid bone, 
locking the heel and other foot bones 
into normal position, and preventing 
rotation of the heel as well as balancing 
the body weight correctly on the feet.” 


Enlarge Men’s Department 


Cuicaco, Itt. — The men’s depart- 
ment in the People’s Store located in 
Roseland has been considerably en- 
larged and remodeled, as part of a 
store expansion plan. The men’s shoe 
department is now located adjacent to 
the new men’s furnishing section. 


Permanent Slipper Section 


EVANSTON, ILL.—A separate section 
of the Joseph Town and Country Shop 
has been set aside as a permanent spe- 
cial slipper and play shoe department. 
Located just inside the entrance, it is 
convenient to serve those interested in 
slippers and play shoes away from the 
regular shoe section. The store is also 
carrying on extensive Christmas pro- 
motions, featuring gift wrapped pack- 
ages. An arch over the entrance to the 
regular shoe section reads “Joseph’s 
Gift House.” 
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Official Approval Given 
New Defense Work Shoe 


AvusurN, N. Y.—Official approval 
was given by the American Women’s 
Voluntary Services, Inc., national head- 
quarters for war and defense work by 
women, to a shoe manufactured by 
Marshall, Meadows & Stewart, Inc., of 
Auburn. The shoe selected was out of 
their line of Casual Classics. 

Alva B. Gimbel, national director of 
the American Women’s Voluntary Ser- 
vices, Inc., also gave permission for the 
official insignia of this organization to 
be put on the shoe. 

Marshall, Meadows & Stewart, Inc., 
makers of “Defenstyled Welts,” have 
been working on specialty shoes for 
women in war and defense work for 
some period of time. The last, the 
leather, the pattern and the shoe, made 
by the welt process, have now been offi- 
cially approved and in the opinion of 
Weir Stewart, “it constitutes a timely 
and effective promotion piece to start 
the new year’s selling to the women of 
America who have been aroused to their 
duties and responsibilities.” 

Weir Stewart has had a most adven- 
turous career and as a result, has been 
keenly interested in social services be- 
cause of his background of experience. 
During the first World War, he was 
with the British Army in Mesopotamia, 
connected with Generali Meade’s head- 
quarters and in direct charge of the 


Y.M.C.A. work. When the United Sates 
got into the war, he returned and en- 
listed in the air service. Following the 
war he was in shoes in Auburn and 
became a partner in Marshall, Meadows 
& Stewart, Inc., some fifteen years ago, 
upon its organization. 


Christmas Buying Ahead 
This Year 


SAN ANGELO, TEXx.—Business condi- 
tions in the shoe stores in this area are 
such that pre-Christmas buying is way 
ahead this year compared to last. 

This may be attributed in part, shoe 
store managers say, to the huge amount 
of national defense money being spent 
in West Texas now. Dealers also have 
more complete lines of shoes this year 
from which consumers may select. 

It is anticipated that sales after the 
first of the New Year will hold steadily 
due to defense spending. Dealers, how- 
ever, expect to have rather depleted 
stocks at that time. 

Gabardine and kid in black seem to 
predominate at present. Black patent 
and gabardine are expected to top the 
list for the New Year. 

Most West Texas towns have had 
their populations swelled by the advent 
of new people who flocked to their towns 
due to defense projects. Others have 
Army Air Corps personnel in their 
cities, and shoe men have gained many 
new customers as a result. 
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New Store Opened 
In San Francisco 


SAN FRaNcisco, CaLir.— The new 
Nunn-Bush Shoe store recently opened 
at 121 Kearny Street. In addition, the 
store will contain headquarter offices 
for S. C. Olsen, West Coast boss of all 
Nunn-Bush stores. James V. Gunder- 
son, 25 years in the local shoe field, is 
the store’s manager. 

The store is modern in treatment. 
Light oak and beige, accented with 
touches of red and green, are combined 
with contour windows and a black 
Vitrolite front to give a streamlined 
front. The location is in the heart of 
the financial district. 
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Army Building Shoe Inventory 





New Orders to Be Placed December 23 for Service Shoes Total 
875,068 Pairs—This Is in Addition to 675,000 
Pairs Ordered Last Week 


Boston, Mass.—The Army is moving 
swiftly to build up its inventory of shoes 
for military wear. Following the an- 
nouncement of contracts awarded to 
make 675,000 pairs of service shoes and 
approximately 55,000 pairs of leather 
boots (see Boot AND SHOE RECORDER, 
issue of Dec. 13), the Quartermaster 
Corps here issued an announcement to 
the effect that 675,000 more pairs of 
service shoes with leather soles would 
be purchased following negotiated bid- 
ding on Dec. 23. 

Also released at the Quartermaster 
Depot was the list of manufacturers 
who are to make 200,068 pairs of ser- 
vice shoes in small sizes and believed 
to be for the use of the Philippine mili- 
tia. It is understood that successful 
bidders were notified that this order 
must take precedence over any other 
work they may be doing for the Army. 
Companies which are to make these 
shoes are: 

Brown Shoe Co., St. Louis, 40,064 
pairs at $3.50; Holland-Racine Shoes, 
Inc., 20,000 at $3.50; A. R. Hyde & Sons 
Co., Cambridge, Mass., 5000 at $3.50; 
Moose River Shoe Co., Old Town, Me., 
8000 at $3.50; Belleville Shoe Mfg. Co., 
Belleville, Ill., 15,000 at $3.50; Weyen- 
berg Shoe Mfg. Co., Milwaukee, Wis., 
10,000 at $3.50; International Shoe Co., 
St. Louis, 10,000 at $3.50; Leonard & 
Barrows Shoe Co., Middleboro, Mass., 
3600 at $3.50; Hill Bros. Co., Hudson, 
Mass., 6000 at $3.50; Hubbard Shoe Co., 


Inc., Rochester, N. H., 10,000 at $3.50; 
Ansin Shoe Mfg. Co., Athol, Mass., 15,- 
000 at $3.50 and 940 at $3.63; C. A. 
Eaton Co., Brockton, Mass., 25,000 at 
$3.50; Endicott-Johnson Corporation, 
Endicott, N. Y., 2689 at $3.54; W. L. 
Douglas Shoe Co., Brockton, Mass., 4800 
at $3.50; General Shoe Corporation, 
Nashville, Tenn., 1413 at $3.63; Doyle 
Shoe Co., Brockton, Mass., 264 at 
$3.625; Craddock-Terry Shoe Corpora- 
tion, Lynchburg, Va., 5048 at $3.50; 
E. J. Givren Shoe Co., Rockland, Mass., 
3510 at $3.50; J. F. McElwain Co., 
Nashua, N. H., 8100 at $3.50; and Daly 
Bros. Shoe Co., Boston, 5890 at $3.50. 

Further indication that more service 
shoe awards are in the offing is the 
fact that the Boston Quartermaster 
Corps has just placed an order for 34,- 
750 pairs of Munson lasts of the type 
over which these shoes are made. The 
following awards were made at a flat 
price of $1.65 per pair: 

Arnold Bros. & Co., E. Weymouth, 
Mass., 3877 pairs; Woodart & Wright 
Last Co., E. Bridgewater, Mass., 3876 
pairs; United Last Co., Auburn, Me., 
3877 pairs; United Last Co., Brockton, 
Mass., 3877 pairs; United Last Co., 
Milwaukee, Wis., 3877 pairs; McNichol 
& Taylor, Inc., Lynn, Mass., 3620 pairs; 
Jones & Vining, Brockton, Mass., 3877 
pairs; Vulcan Corporation, Brockton, 
Mass., 3877 pairs; and George E. 
Belcher Co., Stoughton, Mass., 3992 
pairs. 





Hefflinger’s Celebrates 
10th Anniversary 


OMAHA, Nes. — Ralph Hefflinger, 
owner of Hefflinger’s, men’s shoe retail- 
ers, 318 South 15th Street, here, cele- 
brated the 10th anniversary of his busi- 
ness early this month. During the five- 
day celebration of the event the store 
gave away a pair of men’s hose with 
every pair of men’s shoes purchased. 

Mr. Hefflinger is well known in sports 
circles here. An amateur baseball player 
himself for 18 years, he now sponsors 
amateur teams in basket-ball, bowling 
and table tennis. His basket-ball team 
has been Senior Midwestern A.A.U. 
champion for the past two years. 


George J. Marott Honored 
By Business Men 


INDIANAPOLIS, IND. — George J. 
Marott, local shoe merchant received 
the weekly award of the Indianapolis 
Junior Chamber of Commerce recently. 
The award is made each week to the 
man considered by a selection commit- 
tee to have contributed most to the com- 
munity or to the nation as a whole. 

In making the presentation to Mr. 


Marott, Burton Canady, chairman of 
the junior chamber defense committee, 
pointed to Mr. Marott’s full and vigor- 
ous career and to the “truly American. 
way of his life in his rise to fame and 
fortune.” 

Canady related how Mr. Marott ar- 
rived in the United States from En- 
gland in 1875 at the age of seventeen. 
He worked for his father as a shoe 
clerk until 1884, then he went into busi- 
ness for himself. His business has de- 
veloped constantly until it now is adver- 
tised as the second largest shoe store 
in the world. 

Through all of this, Mr. Marott has 
maintained an active interest in the 
city’s commercial, civic and charitable 
affairs. 


To Move to New Store 


Houston, Texas—aAllen’s Shoe Store 
will move from their present location 
to their new home in the same block 
on Main Street it has been announced. 
The new store will be ultra modern in 
every detail. Bags, hosiery and other 
accessories will be featured. The new 
store will have approximately 25-foot 
frontage with new-type show windows. 
Fluorescent lighting effects will be in- 
eluded. 
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Keeping the Army’s Feet Fit for Marching 


[CONTINUED FROM PAGE 17] 


two years of experience in that work 
ether in the Army or in commercial 
practice. 

Army foot troubles among the new 
s.ldiers usually are troubles accom- 

anying the corrective process that 
takes place during the time in which 
t.e selectee’s foot becomes adapted to 
he Army shoe. All too often these 
‘roubles are attributed to ill-fitting ser- 

ce shoes, whereas they actually are 
he result of bringing a foot misshapen 
hrough the wear of improperly fitting 
civilian footwear to the normal foot 
chape that is permitted in shoes prop- 
crly constructed upon the Army’s Mun- 
on last. 

The pointed type of civilian shoe, 
such as all too often fails to correctly 
fit the normal foot, tends to warp the 
foot to fit its contour. When this warped 
foot is placed in the Army shoe it does 
not properly fit the contour of the new 
she and some foot discomfort may 
occur. The passing of this discomfort, 
often attributed to the fact that the 
wearer has “broken in” his shoes, is 
in truth due to the fact that the foot 
has been able to return to its normal 
shape and that after this reshaping 
process is completed thefoot fits the 
shoe. Thus it is that much of the initial 
discomfort reported after the change 
from civilian footgear to the Army shoe 
is discomfort incident to the corrective 
processes the Army shoe makes pos- 
sible. 

Selectees are not permitted to deter- 
mine their own shoe sizes and widths 
for two major reasons. In the first 
place, few of them know the shoes best 
adapted to their own feet. In the sec- 
ond place, individual vanity—that bug- 
aboo of every shoe fitter who must cater 
to the whims and fancies of civilian 
customers—can have not part in preju- 
dicing the selectee against the shoe he 
needs to assure him the foot comfort 
every efficient soldier must have. 

Each civilian accepted for active ser- 
vice in the Army must pass rigid physi- 
cal examinations. These examinations 
include special attention to the struc- 
ture and general conditions of the feet. 
They assure that every man who pre- 
sents himself for his first pair of ser- 
vice shoes has been adjudged to have 
satisfactory feet. This fact imposes 
upon his superior officers the grave 
responsibility for not permitting him 
to be fitted with shoes that will run the 
slightest risk of producing the very 
foot troubles for which others have been 
rejected during their physical examin- 
ations. 

At one time early in the Franco- 
Prussian war, some 30,000 German 
soldiers were incapacitated for fighting 
solely because of the bad condition of 
their feet. At times during the Civil 
War in this country, whole brigades 
of soldiers were prevented from march- 
ing because of foot troubles caused by 
inadequate footwear. It is because of 
occurrences such as these that the 
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Army officer of the present day in the 
United States Army is under positive 
instructions properly to fit the feet of 
his soldiers. He cannot be permitted 
to risk either the physical disability or 
the mental distress that invariably be- 
set the soldier who suffers seriously 
from painful feet. 


Washington News Reel 
[CONTINUED FROM PAGE 13] 


In spite of OPM’s stringent conser- 
vation program restricting the use of 
rubber for tires and other civilian 
needs, use of supplies for rubber heels 
for footwear will be permitted. 

= * + 

The War Department says that in- 
fantry troops on the march wear out the 
best shoe soles available in 10 days. A 
soldier requires 10 pairs of shoes per 
year. This figure, it was explained, in- 
cludes shoes in use, on hand in camps 
and depots, and on order or in the 
process of being ordered. One pair must 
be on hand at the camp or enroute; 
one pair must be in the distributing 
depots; one pair must be in the process 
of manufacture; and one or two pairs 
must be on order. 

Three pairs are issued to each man 
when he enters the Army, and despite 
the fact that these are repaired twice 
before being discarded, two pairs are 
required to replace the shoes worn out 
during the first year. 

Supply depots must have on hand 
more than 142 sizes and widths of 
shoes. dy 

. 7 7: 

SPAB’s first war-time meeting gave 
OPM powers to requisition critical de- 
fense materials, machinery and tools 
not now in productive use for military 
needs. L. G. Martin and E. A. Tupper 
will head the new Division of Inventory 
Control and Requisition. There is a 
question whether OPA price ceilings 
will be applied to the seizures. 


N. Y. Shoe Travelers 


To Elect Officers 


New YorK—The Boot & Shoe Travel- 
ers Association of New York will hold 
their annual meeting and election of 
officers on Tuesday afternoon, December 
30, 4.30 p. m., at the Hotel McAlIpin. 

The nominating committee has pre- 
sented the following slate of officers to 
be voted on at the meeting: President, 
N. J. McManus; first vice-president, 
R. E. Frederick; second vice-president, 
William Bressler; secretary-treasurer, 
Charles Havranck, and assistant secre- 
tary-treasurer, Edward Brown. Di- 
rectors: Thomas G. England, chairman, 
Larrv Sass. Robert Emmett, Josenh W. 
Schmidt, Glen Van Meter and William 
Monsees. 

Following the business meeting of 
the association a cocktail party will be 
held. 
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BARGAINS 
IN QUALITY 


WOMEN’S SHOES 


79-81 Reade St.. New York City 
BARIS SHOE CO.., Inc. 


DURING NATIONAL SHOE FAIR 


HOTEL STEVENS 
Chicago, Ill. 
Rooms 1311-1312 














New Handbag Firm 
Organized in New York 

New YorkK—A new business, organ- 
ized by Sanford Shore under the title 
Shorecraft, Inc., at 5 East 45th Street, 
this city, will make a specialty of hand- 
bags to retail for $1, in styles and col- 
ors to blend and harmonize with shoes 
sold in women’s specialty shops and de- 
partments. 

Sanford Shore, the head of the new 
business, has a national reputation as 
a merchandiser of handbags in the dol- 
lar field. A graduate of Massachusetts 
Institute of Technology, later a field 
engineer, he then went into the field of 
specialty selling, where he gathered a 
thorough knowledge of successful mer- 
chandising and promotional methods. 
He was treasurer of Elanbee, Inc., for 
a period of eleven years. That concern 
liquidated recently. 

While treasurer of Elanbee, he was 
responsible for the promotion of the 
only nationally-advertised dollar hand- 
bag. Some of these practical ideas and 
plans will be applied to the new busi- 
ness, which starts off with a strong 
friendship among the shoe stores 
throughout the country. 
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SALESMEN WANTED 


FOR SALE 


WANTED TO PURCHASE 





MANUFACTURER of Women’s and Misses’ 
Instock Sport Shoes—$2.00 and $2.50 re- 
tailers; seventy-five shoes on floor. Following 
territories open: Carolinas; Virginias; New 
York State; Arkansas and Oklahoma; Texas; 
Michigan; Louisiana; California and Ohio. No 
objection to sideline. Liberal commissions. 
Only proven men need apply. Address £379. 
care Boot & Shoe Recorder, 100 East 42nd 
Street. New York, N. Y. 





HAVE openings for two experienced salesmen, 

one for Iowa and Nebraska and another for 
Southern California who are interested in sell- 
ing a fast styled In-Stock Line of Popular 
priced Ladies’ Novelty Footwear which is well 
established in these territories. Qualifications 
must include road selling experience and a 
desire to make money. Address: Shu-Stiles, 
Incorporated, 1214 Washington Avenue, St. 
Louis, Missouri. 


F, XPERIENCED SALESMEN WANTED to 

represent St. Louis in-stock House featuring 
a beautiful line of Women’s Novelties, Sport 
Oxfords, and Arch Shoes, retailing at $1.95 
and up. Commission basis, payable weckly 
until proven deserving of drawing account, 
Territories open: Texas; Oklahoma and Kan- 
sas; Chicago, Illinois; Ohio. In replying give 
references, age and other information necessary. 
SUPREME SHOE COMPANY, 1328 Wash- 
ington Avenue, St. Lovis, Mo. 








SIDE LINE SALESMAN 


SIDE LINE WANTED for California. Manu- 

facturers line of $2 to $4 retailers in Wo- 
men’s Novelties, Sport Shoes, or Sandals. Com- 
plimentary to present line of popular priced 
Arch Shoes. Address $377, care Boot & Shoe 
eo 100 East 42nd Street, New York, 





Wooden Soles Se 
To Students 

CHICAGO, ILL.—Wooden soled boots in 
the cowboy fashion are in heavy de- 


mand among the college and high school 
trade here, along with the regular 


soled type of boots. Possibly as a hang- | 
over from the wooden sole craze for | 


lower shoes, the wooden sole boots are 
being worn as shoes on wet, rainy, and 
stormy days. Featured in the regular 
shoe departments of the leading de- 
partment stores, an interesting note is 
that these boots were designed primar- 
ily as safety and protective footwear 
for women in industry, especially those 
who have to work on damp cold floors. 
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ESTABLISHED FAMILY SHOE STORE, 
popular priced shoes; located in downtown 
shopping center of Washington, D. C. Will 
sell reasonably but must have immediate action. 
Have been called to service. Addre*s 2381, 
care Boot & Shoe Recorder, 100 East 42nd 
Street. New York, N. Y. 


S HOE STORE—Red Cross, Florsheim Agency ; 

good ¢ ity; pulation 50,000; Metro- 
politan area. Going business, Address $375. 
care Boot & Shoe Recorder, 100 East 42nd 
Street. New York, N. Y.. 


LINE WANTED 


ANUFACTURERS’ Line, Michigan and 

Indiana. Many years’ experience on terrti- 
tory. No sideline. Address £378, care Boot 
& Shoe Recorder, 100 East 42nd Street, New 
York, N. Y. 

















MERCHANTS’ NEEDS 








SELL YOUR SURPLUS STOCKS 
to 


KIRSCH-BLACHER CO., INC. 
established 1915 
We buy surplus or complete stocks of shoes from 
retailers, jobbers and m-nzfacturers. 
Visit our new warehouses 
Duane Street, New York 
: WOrth 2-5377 and 5378 and 5379 





108-110 
Phone 











WEBUY 
Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Stetson, Red Cross, Nunn-Bush, Etc. 


IRVIN RUBIN 
“The House of Jobs’’ 
89 Reade St., Cor. Church 
Phone Barclay 7-7887 New York City 








Bowling Shoes 


| Nine different styles in black, white and 


smoked elk, high cuts and oxfords for men 
and women Bowlers. Three professional 
genuine Goodyear Welt 
Construction. Chrome 


leather sole—left foot. | 


Gum rubber sole with 
leather tip — right 
foot. -Left 


handed) 


Bowling 
Shoes in 
stock no ex- 
tra cost. 
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Lape Chairman of 
Community Fund 


CoLumMBuUs, OHI10—Herbert N. Lape, 
Sr., chairman of the board of the Julian 
& Kokenge Co., Columbus, has been 
named chairman to lead the 1942 cam- 
paign of the Columbus 
Fund. 








MANUFACTURERS—RETAILERS 
SURPLUS STOCKS 
We buy for cash surplus or complete shoe stocks. 
Branded or unbranded. G prices. 
Write, wire or phone. 
BARSH & CEASAR 


19 N. Fourth St. Philadelphia, Pa. 
Phone Market 1666 




















SHOE STORES WANTED 
FOR CASH 
Men's, women’s, children’s shoes retailing 
from $5.00 and up. Short term leases as- 
sumed. Write in confidence to 
A. L. BARIS, Pres. 
BARIS SHOE CO., INC. 
79-81 Reade St., New York 
Unusual references on request 
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CASH 


For Entire Stocks or Surplus Merchandise. 
This is a good time to dispose of them. 
We can use any quantity and pay the highest 
prices. 
CAMITTA SHOE COMPANY 
16 8S. 3rd St. Philadelphia, Pa. 
Phone Lombard 2062 











CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted" advertisement is 4 cents per word for all undisplayed advertise- 
ments. Minimum charge, 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum 
charge, $1.25. When a box number is desired twelve words should be added for the address. In all other cases 
each word of the address should be counted. 
The rate for all display classified advertisements is $5.00 an inch with a maximum of 46 words. 
Classified advertising is payable in advance. 
&& Advertisements for this page must be in our New York Office on Friday of the week preceding publication ® 
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riiory. He can appraise the impact of 
larger incomes on consumer groups. 


Two Promotion Principles 


Promotion, once supplies are ar- 
renged for, splits into two parts. One 
is getting people to the shoe store or 
d. partment to look at, or buy, the mer- 
ciandise. There are not one or two 
ways, but many, to do this. Newspaper 
acvertising is fundamental—but sales 
circulars are, in some territories, ex- 
cellent. There is local radio advertising 
—to be urgently recommended in farm- 
ing territories reached by inexpensive 
local stations. (I have many favorable 
reports). There is direct mail—a splen- 
did bet, when the prospect lists used are 
good ones. 

The shoe retailer should experiment, 
test, until he has a string of methods 
he can rely on for fairly consistent re- 
turns. Whether he uses one or more 
advertising media should be determined 
by tests, analyzed. Promotion-skilled 
shoe stores advertise for results—and 
get them. 

The second and final phase is, once 
the prospect is at store, effecting the 
sale. Here, window and interior dis- 
plays are vastly productive when han- 
dled with skill. Again, the principle of 
experiment is capitalized. What spots 
will sell hosiery to best advantage? 
Where are the best display points for 
dance slippers for the college trade? 
How about shoes for the substantial 
professional men? 

General promotion principle is the 
importance of making the shoe store 
a newsy place. Can you get women into 
the habit of “looking around” at your 
place? The shoeman keen for “merchan- 
dise headlines” registers with such 
shoppers. Striking, novel window dis- 
plays are traffic- and sales-builders. 

Around every shoe store “Defense 
Salesmanship” should become a _ by- 
phrase, referring, of course, to the sell- 
ing technique to use before the various 
problem situations arising from -de- 
fense conditions. Shoe merchants 
should hold conferences with employees, 
ironing out the salesmanship kinks as- 
sociated with stocks affected by war 
conditions. 

Store meetings are the simplest meth- 
od of coaching shoe employees in a 
systematic way. Store bulletins help. 
But the promotion program should be 
“sold” to all the workers. Even the 
bookkeeper should take pride in mak- 
ing (directly or indirectly) personal 
sales. 

Of course, the best of all methods to 
develop high spirit is pace setting. Far 
more effective than telling sales people 
how to do it, is showing them how to 
co it. 

Should shoe advertising capitalize 
shortages when they exist? The answer 
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Sales Promotion in a Scarcity Economy 


[CONTINUED FROM PAGE 28] 


here seems to be largely a problem in 
taste. The retailer who in a flamboyant 
and inflammatory way stimulates sales 
by advertising short supplies, is an 
enemy of retailers in general—he brings 
group criticism on us. Good public re- 
lations strategy is to give some em- 
phasis in advertising to shoe-store items 
which have advanced little or none. The 
suggestion conveyed is favorable. 


Reasonable Advertising Costs 


Newspaper advertising rates have 
not, as yet, gone up appreciably; in 
most communities none at all. For 
direct mail, postage rates are exactly 
the same as before National Defense. 
While paper and printing costs are up 
somewhat, the increases do not average 
much. Generally speaking, it costs the 
shoe merchant very little more to ad- 
vertise today than it did a year ago. 
This is one more reason why he should 
not stint on his use of advertising in 
promotion. 

Because factors, including the re- 
sponse condition are much more on his 
side than is usually the case, the shoe 
retailer can plan promotions with maxi- 
mum chance of success. He will increase 
sales. 

In an economical way, he will learn 
a lot of things about promotion tech- 
nique he never knew before—things 
that he can retain and profit from after 
the emergency has passed. 





October Shoe Production 
Exceeds September by 3.9% 


WASHINGTON, D. C.—During October 
of this year the production of boots, 
shoes and slippers other than rubber 
amounted to 45,246,238 pairs, it has 
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been announced by the Bureau of the 
Census. This is. an increase of 3.9 per 


‘ cent compared with the month before 


and of 22.2 per cent compared with 
October, 1940. 


In the ten-month period, January to 
October inclusive, this year’s production 
totaled 420,143,120 pairs, a gain over 
the corresponding period last year of 
78,148,394 pairs. 

So-called “government shoes,” con- 
sisting largely of service shoes, garri- 
son oxfords and a few special types, 
totalled 1,364,894 pairs in October of 
this year; 1,323,564 in September, 
1941; and the January-October produc- 
tion amounted to 12,124,928 pairs. Com- 
parison with the same period in 1940 
is not possible because data is lacking. 

Production of men’s civilian shoes 
shows the following comparisons: Oc- 
tober, 1941, 11,870,976; September, 
1941, 10,464,785; October, 1940, 10,265,- 
425; Jan-Oct, 1941, 100,346,442; Jan- 
Oct, 1940, 84,917,294. In youths’ and 
boys’ footwear, 1,900,838 pairs were 
produced in October, 1941; 1,811,858 in 
September of this year; 1,532,570 in 
Oct, 1940; 16,221,997 in Jan-Oct, 1941; 
and 12,683,189 in the same period of 
1940—an increase of 27.9 per cent. 

In October of this year 14,484,285 
pairs of women’s shoes were made; in 
September of this year the total was 
15,354,129; and, in October, 1940, 11,- 
364,600. The comparison for ten months 
is 159,407,796 pairs this year as com- 
pared with 133,974,538 pairs—an in- 
crease this year over last year of 19 
per cent. 

Production of misses’ and children’s 
shoes during October, 1941, was 4,401,- 
991 pairs, as compared with 4,022,051 
pairs in September, and 3,510,770 in 
October, 1940. The ten-month compari- 
son shows an increase of 17.2 per cent 
—40,467,372 pairs as compared with 
34,521,938. 

In the same ten-month comparison, 
production of infants’ shoes shows an 
increase of 28 per cent—the 1941 pro- 
duction to date having been 23,083,200 
pairs as compared with a 1940 produc- 
tion during the same period of 18,035,- 
578 pairs. October, 1941, production 
of these shoes was 2,556,255 pairs; 
September, 1941, 2,383,925 pairs; and 
October, 1940, 2,131,886 pairs. 





lliff Leaves Joyce, Inc. 


New York—George Iliff, production 
manager of Joyce, Inc., Pasadena, 
Calif., has resigned his position with 
the firm it was made known in a recent 
announcement by William H. Joyce, Jr., 
president. 

Mr. lliff has not made known his 
future plans at this time. 





Expands Shoe Section 


PORTLAND, ORE.—Joe Weiner, founder 
of Weiner’s, at S. W. 6th Ave. & Wash- 
ington St., has recently added another 
chapter to development of this shoe out- 
let and clothing business. He has ex- 
panded the shoe section with more floor 
space and fixtures, giving greater 
prominence to footwear in pre-Christ- 
mas selling by means of new arrange- 
ment and lighting effects. 











O. A. Hensel Observes 


50 Years in Shoe Business 


MILWAUKEE, Wis.—Otto A. Hensel, 
well known shoe man in Milwaukee 
trade circles, this month observed his 
50th year in the shoe trade. 

In December, 1891, Mr. Hensel went 
to work for the Deway-Rodgers Shoe 
Co., now the Rodgers Shoe Co., at 
Bloomington, Ill., as a_ retail clerk. 
Three years later he had advanced to 
the Chicago wholesale branch of the 
firm and traveled in that city and 
suburban territory. The next year, 
1895, Mr. Hensel was transferred to 
the main wholesale office of the firm at 
Toledo, Ohio, and took over the entire 
Illinois -territory. 

In 1897 he joined the I. P. Farnum 
Shoe Co., Chicago, as their traveling 
representative in upper Michigan and 
Wisconsin. Two years later he went 
with N. B. Holden, of Chicago, as man- 
ager of the rubber footwear department 
and from there joined the C. E. Smith 
Shoe Co. as traveling salesman. 

In August 1901, Mr. Hensel opened 
his own retail shoe store at 2905 North 
Ave., Milwaukee; four years later mov- 
ing to a larger store at 2804 North Ave. 
In 1919 he moved his store to 3529 W. 
North Ave., where he maintained the 
business until 1928 at which time it 
was liquidated after 27 years of opera- 
tion. In November of that year he 
joined the sales force of H. C. Roenitz 
Company, shoe wholesalers of Oshkosh, 
Wis., where he has been ever since, sell- 
ing in the southeastern part of Wis- 
consin, including Milwaukee, where he 
maintains his headquarters. 

During his years in the retail busi- 
ness Mr. Hensel was active in the 
Milwaukee Shoe Dealers Association 
where he was secretary and later pres- 
ident from 1916 to 1918 and again from 
1921 to 1922. He also was instrumental 
in bringing the annual convention of 
the National Shoe Retailers Association 
to Milwaukee in 1921. 





Correction 


In a recent issue of Boot AND SHOE 
RECORDER the address of the new facto- 
ry to which the Los Angeles Shoe Manu- 
facturing Co., has recently moved was 
incorrectly given as 3761 South Hope 
Street. The correct address is 3751 
South Hill Street, Los Angeles. 





To Discontinue Business 


Burorp, Ga.—After having produced 
shoes for 23 years, the shoe factories of 
the Bona Allen Company will discon- 
tinue operations as soon as present or- 
ders have been filled. The plants at one 
time produced 5000 pairs of shoes a 
day, and employed about 800 people. The 
decision to close down the shoe plants 
came as a result of financial losses 
shown in that department, according to 
company officials, and had no connec- 
tion with a recent strike of the shoe 
factory employees, 
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UNISHANK 


the depend able tty 3 


The steel shank is correctly posi- 
tioned on the insole with a simple 
and precise grading device. 


The Unishank fibre reinforcer 
is placed between centraliz- 
ing guides. 


Operation of the machine assembles 
each member... insole, steel and 
fibre in correct uniform position 
ready for Unishank moulding. 


A nest of assembled and moulded 
Unishank Insoles illustrating preci- 
sion of Unishank grading. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 





IT’S A HECK Of 
WAY TO START 
NEW YEAR! 








. 
Now. now, it’s not as bad as:all that, son. For instance, we are Winding up the 

most successful, albeit the most hectic, year in our business history. Despite wars, Me 
rumors, priorities, and a greatly increased demand; oyr customers received their loa “ STRIDE Ry TI 
StrideRite shoes when and as ordered . . . as usual. 2 nag be 


Although 1942 looks just as cloudy as your face, son, stop worrying about getting 
your StrideRite shoes. We intend to keep right on making, pricing and shipping -Felel., 3 
them to the best of our ability . . . and meeting our customers’ needs as fully and 


promptly as possible. 630A - 632 A 


So... carry on, son. A Merry Christmas and a Happy New Year to you, and to all 


the StrideRite family. HOTEL STEVEN? 


CHICAGO 
GREEN SHOE MFG. CO., BOSTON, MASS. 





= 








